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H ADVERTISING 


--- is reaching 
more and more families 


Modern JOHN BULL proudly records 
another year of progress and increased 
sales* ... the momentum of which will be 
maintained in 1954; for this is a magazine 
in which a galaxy of the most brilliant 
fiction and non-fiction writers provides 
the best of best-selling reading 
currently available. 
This decisive increase in its mass 
circulation in an exclusive family market, 
together with a colour-rate per 1,000 
copies sold which is the lowest in 
its field, is convincing more and more 
advertisers that here is outstanding 
value for money. 
With 20% more colour space sold for 
the period September-December, 1953, 
and advance bookings higher today 
than at any comparable time, you are 
urged to book your spaces for 
1954 NOW-—especially for COLOUR. 
*Current sales greatly exceed the 
Jan.-June, 1953, A.B.C. weekly net sales 
figure of 
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ADVERTISER'S WEEKLY 


To 
cover 

the 
Woodworking 
Trades... 


The salaries paid 
in advertising 


Sik, Congratulations to John 
Harris (November 12) on his ex 
cellent letter regarding the rather 
quaint ideas some people hold 
on what a copywriter should be 
paid. 

For the interest of your 
readers, I give below part of an 
advertisement which — recently 
appeared in the Irish morning 
papers: 

ELECTRICITY SUPPLY 

BOARD 


Staff Vacancies 

(a) Commercial artist. £780 to 
£1,050 

(b) Assistant Public Relations 
Officer. Commencing salary, 
£750. 

(c) Copywriter 
salary, £600 


Commencing 


Copy WRITER. 
(Name and address supplied) 


Sir,--An agency that pays a 
“mature” copywriter only £600 
pa. (November 19) gets what 
it pays for and hastens the depar- 
ture of its best accounts when 
they are ready for cropping. 

The minimum salary paid to 
a good copywriter to-day is £850; 
the average is about £1,100; 
while the over-whipped cream 
can get £1,500 or more until 
they either go mad or return to 
a lower rung and comparative 
peace of mind. 

; S. W. BartRUM 
48 Leinster Square, 
London, W.2. 


Direct mail shots 


for students 


Sirn,—-Much has been written 
and a little has been done this 
year in connection with educa- 
tion for advertising. 

The Society of Diploma Mem- 
bers of the Advertising Associa- 
tion has sponsored a Students’ 
Circle. A part of that Circle's 


To The Editor. . 


activities is the quarterly publi- 
cation of a News Letter. It is 
my aim, as its editor, to bring 
to the notice of students as many 
different facets of advertising as 
possible. One important section 
of advertising is direct mail. In 
the execution of direct mail cam- 
paigns there must be literally 
thousands of pieces of print —all 
worth the attention of the serious 
student. 

Therefore. may I ask any 
readers who are in a position to 
distribute direct mail literature 
to send me specimens, together 
with details as to whether these 
are available, on application, to 
students. 

Ws. RK. CREED 
91 Hillcrest Road, 
Orpington, Kent 


The changing of 
nameplates 


Sik,—A few points raised by 
Roger Darcy (November 12) are 
open to argument. He suggests 
we have our nameplate re- 
designed—surely not a_ wise 
course after years of “plugging” 
to get the name known in its 
present style? We believe that 
anyone who has read his tech- 
nical press over a period would 
automatically associate the name 
with our products, even if we 
confined our advertisements to 
the name only. 

Does Mr. Darcy suggest it is 
“good business” deliberately to 


THIS WEEK 
Hard selling advertising films by 
ANDRE SARRUT-~- page 492 


NEXT WEEK 


Roger Darcy contributes another provoca- 
tive article on typography in the latest 
advertisements 


throw this advantage away and 
Start again with a new design just 
for the sake of being thought 
modern? 1 was under the im- 
pression that, like — postage 
stamps, a trade mark's value in- 
creases with age! 

Secondly, Mr. Darcy asks why 
not the printer's name inthe 
catalogue? A catalogue — is 
designed and produced to assist 
in the selling of a product or 
products and not as an advertis- 
ing medium for the printer. As 
it happens, in the case of the 
catalogue in question, the printer 
did include his initials, which, 
evidently, he considered sufficient 

A. Laws 
Publicity manager, 
Newman Industries Ltd 
Bristol 


Should agency 
books be open for 
*. . + 
inspection ? 

Six,—During the post-war 
years, a considerable number of 
advertising agencies have been 
wound up, either voluntarily or 
compulsorily, involving both the 
newspapers and periodicals in 
very heavy losses, and I would 
like to make what I think is a 
constructive suggestion for safe- 
guarding publishers’ interests in 
the future 

Advertising is now regarded as 
a profession and therefore, pre- 
sumably, those engaged in adver- 
tising rank as professional men 
and should therefore be subject 
to the strict rules governing cer- 
tain professional bodies. 

A solicitor, for — instance, 
handles a considerable amount 
of his clients’ money in exactly 
the same way as does an adver- 
tising agency, but a solicitor’s 
books are subject to inspection 
at any time by the Law Society. 
which is his governing body. 

Why, therefore, cannot an ad- 
vertising agency's books be open 
to inspection by either the 
N.P.A. or the P.P.A.? No reput- 
able advertising agency would 
object to such a_ procedure, 
which would ultimately weed 
out certain advertising agencies 
who are living on their clients’ 
money, whilst keeping publishers 
waiting many months for pay- 
ment and in some cases, not 
paying them at all. 

PUBLISHER. 
(Name and address supplied.) 

[The recegnition agreement 
empowers the joint advertisement 
commitice of the N.P.A. and 
Newspaper Society to call for 
production of a balance sheet 
before recognition and on any 
other occasion they deem advis- 


able.-Editor.| 


* * 
Critic of carton 
design contest 

Sir,—Now that it is revealed 
that there are only 501 entries 
to compete for 96 major awards 
in the recent British Paper Box 
and Carton Design Competition 
1953, W. W. J. Studd’s reference 
to the lack of entries is quite 
understandable 

One of the reasons was that 
the competition was relatively 
unknown 

Another was the ambiguous 
entry form. According to this 
form and its conditions, it 
appeared that for every entry 
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... you 
should use 
WOODWORKING 
INDUSTRY 


Published by 
TRADE CHRONICLES LTD. 
180 FLEET STREET, LONDON E.C.4 


Phone: Chancery 8844 


AVERAGE WEEKLY NET SALE 136,407 
All Enquiries to Head of Advertisement Dept., B.B.C. Publications, Broadcasting House, Portland Place, London, W.1 


there had to be one sponsor 
and that sponsor had to be a 
carton maker. From this, it 
would be natural to assume that 
the carton maker or sponsor had 
to be the sole supplier! 

If this is so, it eliminates 
almost every package in this 
country that measures up to Mr 
Studd’s requirement of its not 
being “devoid of advertising and 
sales value” and of having 
proved a success. For it Is 
common knowledge that national 
manufacturers, whose demand is 
heavy, have to ensure their 
supply lines by obtaining cartons 
from as many as three or four 
different carton printers. This 
would mean, of course, three or 
four different sponsors, and an 
exceedingly embarrassing position 
for a national manufacturer 
when approached by a sponsor 

RICHARD LONSDALE-HANDs 
Commonwealth House, 
London, W.C.1 


Basic design for 
78 exhibitions 


City Display Organisation were 
responsible for the 78 exhibitions 
staged throughout the country 
during the two recent Hoover 
Weeks. It meant, in fact the 
preperation of 39 exhibitions 
Each was moved to a new site 
during the week-end dividing the 
“Weeks.” 

City Display got the order 
from Hoover Ltd. in August 
The exhibitions had to be ready 
by November. In conjunction 
with James Gardner, their con 
sultant designer, and the Hoover 
display and exhibition depart- 
ment, they produced a_ basic 
design and a method of con- 
struction. 

The building of the stands 
meant obtaining 68,000 square 
feet of plywood, 150,000 feet of 
two by one timber, a thousand 
rolls of wallpaper, nearly 5,000 
feet of fluorescent light tubes. 
300 gallons of paint, and 3,000 
square yards of linoleum. 
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A good product gets the right audience in The Listener 
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More Important Facts About the 


DAILY HERALD 


Family Market... 


Ten new Commodity Reports on the Buying Habits and Purchasing Power of 
“Daily Herald” Readers provide advertisers with further 

illuminating data on the vast resources of this £1,000,000,000 a year 
income group... where families are one-third better off than pre-war... 
where there are at least three wage-earners to every two homes... 

where 53% see no other national daily newspaper. 


“These reports covering Boot. and Shoe Cleaners, Pet Foods, Footwear, Buying 
by Mail, Outerwear, Holidays, Bicycles and Accessories, Razor Blades, 
Shaving Soap, and Dentifrice, confirm the fact that the extent of 

the domination of the “Daily Herald” in the mass commodity market makes 
it an essential medium for any really national sales campaign. 


*Boot and Shoe Cleaners, Pet Foods, Footwear, Buying by Mail, Outerwear, Holidays, 
Bicycles and Accessories are available NOW. 


oe 


E. H. HULL, ADVERTISEMENT DIRECTOR, DAILY HERALD, ACRE HOUSE, LONG ACRE, LONDON, W.C ° 
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AP’s new Home Magazine for 
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roca 
the Viewer and Listener is now | 
_a firmly established favourite : 
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A new medium for a new market, TV Mirror has made 
friends everywhere, sharing, with television, the eager 
interest of Britain’s most prosperous households. 

With its unique appeal, TV Mirror is welcomed into ’ 
wee: i a the home just as the Stars of TV are welcomed—and in Beat! 
this atmosphere your advertisements are seen under the 
most favourable conditions by families with above 
average spending power. 


To ensure your share of this remunerative market, you 
are advised to place your orders for 1954 without delay. 


+ DV minor ec: 


AN AP PUBLICATION * 4d WEEKLY * PAGE RATE £150 
W. BURNETT, Advertisement Director, THE AMALGAMATED PRESS LTD., THE FLEETWAY HOUSE, LONDON, E.C.4 - CENTRAL 8080 
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WAY BE 


OME FORTHE GRAY 


Dublin commercial artist Patricia 
Lynes’ poster—‘One for the road 
may be one for the grave’’—is 
going up all over Britain. The 
poster was the winner of the com- 
petition organised by the Safety 
First Association of Ireland and the 
“Sunday Express.” 


Patuss of ‘Ge 
BIF 


Responsibility for the London 
section of the British Industries 
Fair is to be transferred from 
the Board of Trade to a new 
non-profit making company 
limited by guarantee. 

Mr. Heathcoat-Amory, Minis- 
ter of State, Board of Trade, 
stated in Parliament that the 
board of the company would be 
persons nominated by trustees 
representative of industry, in- 
cluding, he hoped, the Trades 
Union Congress, and a Govern- 
ment nominee. The Govern- 
ment would guarantee the initial 
working capital for a period of 
five years. The 1954 fair would 
be run by the Board of Trade 
in close collaboration with indus- 
try, and the 1955 fair would be 
1un by the new company. 

The Birmingham section would 
continue to be run by Birming- 
ham Chamber of Commerce, 
which would have one nominee 
on the board of the new com- 
pany. The Government would 
continue to make a grant for 
oversea publicity although it 
might not be as much as the 
£100,000 a year recommended. 


Readership survey is 
planned by IIPA 


An extensive readership survey, instigated by the 
Institute of Incorporated Practitioners in Advertising, 
is planned for completion by the spring. 

It is understood that this important research will 
cover national morning, evening, Sunday and weekly 
newspapers and magazines. 

Provincial publications will be dealt with to a limited 
extent. 

If present plans are finally approved, the survey will 
be based on a large random sample involving 15,000 
interviews. 

Field work will be carried out by Social Surveys Ltd., 
headed by Dr. Henry Durant, of the British Institute 
of Public Opinion—the Gallup organisation here. 

Various publishers’ organisations may support the 
scheme. 


Woolton says advertising 
welcomes clean food bill 


ORD WOOLTON in the House of Lords on Tuesday 
said he was sure advertising practitioners generally would 
welcome the provisions in the Food and Drugs Amendment 
Bill the “Clean Food” Bill—relating to advertising “because 
the misdemeanours of the unscrupulous reflect on the integrity 
of all advertisers.” 

Lord Woolton said the 1938 
Act afforded some protection for 
the public against the use of in- 
accurate description or mis!ead- 
ing advertisement by fraudulent 
traders. Some product called, 


for instance, “Eggo,” could have 

been produced without any par- 

ticular reference to a hen. Such 

a description on a label could 

@ Continued in Stop Press on 
back cover 


Norman Moore 
is new 
AA president 


Norman Moore (chairman of 
S. H. Benson Ltd.) has succeeded 
E. J. Robertson (chairman of 
Express Newspapers) as prest- 
dent of the Advertising Associa- 
tion. 

Presiding at the Association's 
annual meeting yesterday (Wed- 
nesday), Mr. Moore said that 
under Mr. Robertson's presi- 
dency the Association had 
reached a very healthy position 
The newspaper and _ periodical 
publishers had guaranteed sub- 
scriptions of at least £10,000, 
which was more than double 
their previous contributions, He 
hoped that during the next year 
or two, advertising would make 
its mark on the consciousness of 
the ublic—even those who 
house advertising was an in- 
trusion on the television screens! 

The following were re-elected 
to the council: J. H. Brebner, 
N. H. Gardner (representing the 
London Poster Advertising 
Association), Barrington Hooper, 
A. Everett Jones, Ralph Judson, 
G. K. Le Fevre, Hubert A 
Oughton, G. R. Pope, G. S 
Royds, W. Ewart Rumble, Wm 
C. Thiele and George Warden 

New members of the council 
are: J. H. Bemrose (representing 
the British Federation of Master 
Printers), Roy Clark, Cecil D 
Notley (representing the Adver- 
@ Continued in Stop Press on 

back cover 


The Magazine Men Read 


On sale everywhere 


Information from the Advertisement Managers 
Reginald Harris Publications Lid., 3 Stanhope Row, Mayfair, London, W.1. 
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Advertising Association can plan ahead 


Subscriptions in ratio to ad. 


revenue approved 
EMBERS of the Advertising Association regard as 


“fair and equitable” the 


proposal of the Miles Thomas 


Development Committee that they should assess their sub- 


scription to the Association at 
revenue. 


This is revealed in the Associa- 
tion’s annual report, presented 
at the annual meeting yesterday 
(Wednesday). 

The report gives the following 
example of the operation of this 
suggestion: “Where a publisher's 
advertisement revenue is £500,000 
a year, it is suggested his rate 
of subscription should be £100; 
for an advertiser with an appro- 
priation of £75,000, the suggested 
rate would be £15. Advertising 
agency members are invited to 
assess themselves in the same 
proportion on their revenue from 
commissions and fees.” 

Members are urged to seek 
to increase membership-—‘“the 
surest source of greater financial 
stability as well as of greater 
authority for the only organised 
body capable of —_ for 
advertising as a whole.” 

The report pays particular tri- 
bute to the work of the presi- 
dent, E. J. Robertson, as a result 
of which “we can be reasonably 
assured that, during the coming 
year, the Association may plan 
with confidence to embark on 
many of the additional activities 
heretofore held in suspense for 
lack of funds.” 


Year of transition 


The report of the executive 
describes the past year as 
“essentially a year of transition, 
requiring many decisions of pro- 
found importance to the future 
of the Association, and, indeed, 
to the development of adver- 
tising in this country.” 

The Advertising Investigation 
Department is receiving more 


inquiries, increasing emphasis 
being placed on questionable 


‘O02 per cent of their advertising 


advertising media. 

Another complaint continually 
being received from advertisers 
concerns advertisements pub- 
lished although never ordered, 
and members have in all cases 
been reminded that, where 
neither a verbal nor a written 
order has been given, there is no 
liability to foot the bill. 

After pointing out that, the 
more inquiries received by the 
Department, the greater the ser- 
vice it can render, the report 
records the friendly co-operation 
that exists between the A.LD. 
and the investigation depart- 
ments of other organisations. 


Public affairs 


Under the heading ‘“Parlia- 
mentary and public affairs,” it is 
stated that during the coming 
year it is intended to form a 
Public Affairs Committee, of 
which Sir Miles Thomas will be 
chairman. 

“A close watch has been kept 
on developments in the field of 
public de insofar as the 
interests of honest advertising 
might be affected,” it is claimed. 

Recording that work is pro- 
gressing steadily on the Survey 
of Advertising Expenditure, 1952, 
under the direction of the re- 
search and statistics committee, 
the report states that the im- 
portance of this kind of basic 
research is well recognised by al! 
branches of advertising. 

“As a result, not only will it 
be possible this time to base the 
Sisid cationston on a wider sample 
than in 1948, but many who com- 
pleted the questionnaires have 
taken great pains to give their 
replies in ample detail.” 


Visitors touring the works of Weddell Bros. Ltd. during a tri 


in conjunction with the Silk Screen 
P. A. Connolly (general manager, 


pert Advertisin 
eddell Bros.), A. 


organised 
Left to right: 
Dyer (British 
Transport Commission), R. Innes (A. W. Newton Ltd.), N. R. Gomm 


Printing Exhibition. 
Weddell Bros.), R. 


Service Lid.), L. B. Longhurst (managing director, 
. Vidler (A, W. Newton), H. Dorling (Weddell Bros.). 
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Mackintosh 
Medal for 
G. R. Pope 


G. R. Pope, hon. secretary of 
the Advertising Association, was 


presented, at the Advertising 
Association dinner last night 
(Wednesday) with the Mackin- 
tosh Medal, awarded annually 
for “ personal and public services 
to advertising.” 

The citation accompanying the 
presentation read as follows: 

“G. R. Pope has a consistent 
record of constructive contribu- 
tion to the standing, dignity and 
progress of advertising: to ad- 
vertising as an industry in itself 
and to advertising’s place in the 
larger orbit of general industry 


Work for Code 


“He was responsible for bring- 
ing into being the Advertising 
Creative Circle. He has been, 
since its inception, chairman of 
the British Code of Standards 
Committee in relation to the 
Advertising of Medicines and 
Treatments, and was largely 
responsible for securing accep- 
tance of the Code by the seven 
signatory bodies. A member of 
the main advertisement com- 
mittee of the Newspaper Pro- 
prietors Association for many 
years, he has served as honorary 
secretary and was its chairman 
1947-1949. He was chairman of 
the Joint Committee of the 
Newspaper Proprietors Associa- 
tion and Newspaper Society 
1947-1948. He is a member of 
council of the Audit Bureau of 
Circulations and was chairman in 
1948-1949. Active in the cause 
of the National Advertising 
Benevolent Society, he served as 
chairman 1952-1953. Since 1930 
he has served on many com- 
mittees of the Advertising Asso- 
ciation, is a member of its coun- 
cil and its honorary secretary 
since 1951. He was chairman of 
the finance committee of the 
International Advertising Con- 
ference held in London 1951. 

“No man has a stronver sense 
of duty, greater kindline.s, wider 
interests or sounder judgment, 
and the way in which he has 
placed these qualities a! the ser- 
vice of advertising over many 
years deserves as high recogni- 
tion as advertising can bestow.” 
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British films 
win overseas 
competitions 


Two films made by members 
of the Association of Specialised 
Film Producers have scored suc- 
cesses at recent international 
events. 

“The Bournville Story” made 
by Anglo-Scottish Pictures for 
Cadburys was shown at the 
recent international competition 
for technical and industrial films 
in Turin and was awarded the 
first prize in its category, a gold 
polyhedron, and the absolute 
first prize for the best film in the 
competition—a statuette of the 
Turin city emblem. 

The film “Travel Royal” made 
by the documentary film unit of 
Associated  British-Pathe was 
shown at the recent third Inter- 
national Tourist and Folk Lore 
Film Week in Belgium, where 
it was awarded the Sabena prize 
for the best film for the en- 
couragement of air travel. 


Power pamphlet 


under fire 


Mr. Geoffrey Lloyd, the 
Minister of Fuel and Power, has 
told the’ British Electricity 
Authority that a pamphlet by 
the British Electrical Develop- 
ment Association entitled “Facts 
about Fuel’ was open to criti- 
cism because it makes certain 
misleading comparisons between 
fuels. 

He announced this in Parlia- 
ment on Monday when asked if 
he had completed his inquiries 


into the publication of the 
pamphlet? 

Asked what action he was 
taking to prevent the future 


om of matters of this 
ind of a promotional advertis- 
ing character, Mr. Lloyd said he 
could not restrain the Electricity 
Authority from promotional acti- 
vities that were in the national 
interest, but he had received an 
assurance that this particular 
mistake would not be repeated 


SELLING SCOTCH 
IN AMERICA 


“It is impossible to sell any- 
thing in the United States unless 
it has been promoted and adver- 
tised,” said Harry L. Lourie, 
vice-president of the National 
Association of Alcoholic Bever- 
age Importers of the U.S.A,, 
when he disclosed in Edinburgh 
that this year’s shipments of 
Scotch whisky to America would 
be the largest in the history of 
the trade. 

The proportion of Scotch to 
the total consumption of whisky 
in the United States was five or 
six per cent, he said. There was 
no desire for anything but our 
standard brands, which were well 
advertised and well known. 
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Emmett creditors told of £45,000 rebates 
to clients since war 


REBATES totalling over £45,000 had been paid 


to clients 


since the war it was stated at a combined meeting of 
creditors of W. H. Emmett & Co., Ltd.. W. H. Emmett 
(Overseas) Ltd. and W. H. Emmett (Scotland) Ltd., adver- 
tising agents, of Bouverie Street, London, E.C.4, last week. 


Robert H. Emmett presided at 
the meeting and Geoffrey 
Emmett was also present. 

Before the meeting opened, 
A. Granville White, chartered 
accountant, representing credi- 
tors, said he was exceedingly 
sorry to see the companies in 
their present position. He, and 
the firms he represented, had 
known them for many years, and 
if anything could be done to 
help they would do so. 

According to the statement of 
affairs of W. H. Emmett & Co., 
Ltd., the liabilities amounted to 
£46,081 Ss. iid, of which 
£30,451 4s. 3d. was due to un- 
secured creditors; £14,880 Is. 8d. 
to W. H. Emmett (Overseas) Ltd. 
and £750 in respect of estimated 
contingent liabilities. The assets 
were estimated to produce 
£22,198 Is. 6d., thus leaving a 
deficiency of £23,883 4s. Sd. The 
estimated dividend to creditors 
was 8s. in the £. 

In the statement of affairs of 
W. H. Emmett (Overseas) Ltd. 
the liabilities totalled £55,667 6s. 


against assets estimated to pro- 
duce £35,735, leaving a deficiency 
of £19,932 6s. The probable 
dividend to creditors was 12s. in 
the £. 

The separate statement of 
W. H. Emmett (Scotland) Ltd. 
revealed liabilities £9,983 17s. Sd. 
and estimated assets of £8,117 
10s. 7d. The deficiency was 
shown at £1,866 6s. 10d., and 
the estimated dividend to credi- 
tors was given as 16s. in the £. 

H. Hassell, chartered accoun- 
tant, said the founder of the 
companies was W. H. F. Emmett 
who died in September, 1952. 
He commenced business many 
years ago, and in 1934 formed 
W. H. Emmett & Co., Ltd., 
advertising agents, and held 
2,998 £1 shares out of the issued 
share capital of £3,001. In 1941, 
to deal with overseas business, 
he formed W. H. Emmett 
(Overseas) Ltd. and held shares 
to the value of £67 out of the 
issued and called-up capital of 
£100. For a similar reason he 

@ Continued on page 505 


Trafalgar Square lights decision 
establishes ‘valuable precedent’ 


T= significance of the 

Ministerial decision on the 
Trafalgar Square lights appeal 
is commented on in the Adver- 
tising Association’s “Journal” 
as establishing “a very valu- 
able precedent.” 

“The controversy over the 
illuminated advertising signs in 
Trafalgar Square was not, of 
course, merely a question of 
whether or not a few signs should 
remain in the Square,” states the 
Journal. 

“There was also a much wider 
issue at stake, namely, whether 
outdoor advertising should be 
excluded from places, like Trafal- 
gar Square, where historical 
associations and important 
national buildings rub shoulder 
to shoulder with commerce and 
buildings of no particular archi- 
tectural merit. 


Doubts removed 


“Viewed against this back- 
ground Mr. Harold Macmillan’s 
decision to allow most of the 
electric signs to remain in the 
Square will undoubtedly have 
considerable effect on the future 
of electric sign advertising not 
only in London but in many 
other cities throughout the 
country as well. 

“On the positive side the deci- 
sion should remove any doubts 


which advertisers may still have 
as to the long-term use and value 
of this type of outdoor adver- 
tising, while on the negative side 
the decision will undoubtedl 
make planning authorities thin 
very carefully before attacking 
existing electric advertising sites 
in places similar to Trafalgar 


Square. 
London scene 


“In fact it is reasonable to 
assume that if the decision had 
gone the other way, then all site 
electric advertising signs, even 
those in and around Piccadilly 
Circus, might ultimately have 
received the same fate. 

“The decision is also important 
to electric sign interests, for it 
is recognition of the fact that 
some of the signs ‘are looked 
upon by many as part of the 
London scene.’ This is the first 
time, in an advertisement appeal, 
that the Minister has recognised 
that the general public like elec- 
tric signs, even if some planners 
do not share the same view, and 
the public opinion on the matter 
can ‘be an over-riding factor. 

“Mr. Macmillan’s decision, 
therefore, in effect establishes a 
very valuable precedent which 
should safeguard electric sign 
advertising from further attacks 
of a similar nature for many 
years to come.” 


The first Blinco sign in the country is now in operation on a Dominant 


Site in Holborn, London 


Featuring the new 20th Century Fox production 


“The Robe" the lettering consists of metal sequins which agitate in the 


breeze. 


It was designed and constructed by 
for 20th Century Fox are Allardyce Palmer Ltd. 


‘illing & Co. The agents 
Standing at the right of 


the picture is M. Dyrbye, the Swedish manufacturer, who has sole rights 


to the use of Blinco. 


Sponsored radio in Ireland will be 
allowed no extra time 


There is no intention of pro- 
viding additional time for spon- 
sored radio in Ireland, according 
to Mr. Erskine Childers, Minister 
for Posts and Telegraphs. 

All available time is currently 
booked and there are several 
applicants on the waiting list. 
Apart from the Hospitals’ Trust 
show (a nightly 30-minute seg- 
ment at 10.30 p.m.) only only 
moraing and lunch-time periods 
are sold; 41 segments (15 minutes 
each) are now being broadcast 
by 31 different companies each 
week. Normal booking fees 
total £30 per 15-minute segment, 
with a preferential rate of £20 
for companies of Irish capital. 

The total broadcasting time of 
sponsored shows in 1951 was 321 
hours (11 per cent of Radio 
Eireann’s operating time); in 
1952 sponsored periods totalled 
509 hours (19 per cent of operat- 


ing time). 
Net income from sponsored 
programmes in 1950 totalled 


£44,648; 1951, £44,403; 1952, 
£58,136; 1953 (up to November 
16), £62,304. 


MORE JOIN ABC: 
MEMBERSHIP IS 
NEARING 1,000 


A further 17 new members 
have been admitted to the Audit 
Bureau of Circulations. The 
total membership is now 944, 
made up of 251 advertisers, 195 
advertising agents and 498 
publications. 

The new members are: 

Advertisers: Cyclemaster Lid., 
Thomas de la Rue & Co., Lid, 
Domestos Ltd. John Haig & 
Co., Ltd., Horne Brothers Ltd., 
E. R. Howard Lid., Imperial 
Typewriter Co. Ltd, Jackson 
The Tailor Ltd., A. S. Jenkinson 
Litd., Johnson & Johnson (Gt. 
Britain) Ltd. Mazawattee Tea 
Co., Ltd., Randow Millman Ltd., 
and Tyresoles Ltd. 

Advertising Agents: Harwood 
Press (Advertising) Ltd., National 
Publicity Co., Ltd., F. John Roe 
Ltd., and Rooster Publicity Ltd. 


Paper mills are facing higher costs 


Prices of Scandinavian chemi- 
cal wood pulps are likely to 
show an advance of between £2 
and £3 ft ton for the first 
quarter of 1954 (writes our paper 
trade correspondent) 

Quotations by some leading 
suppliers are reported as follows: 
bleached sulphite, £55 per ton; 
strong sulphite, £45; kraft, £42. 
There may be cases where busi- 
ness has been closed at some- 
what higher levels, but in general 
the prices quoted above are con- 
sidered representative 

An exception to the generally 
higher trend of prices is pro- 
vided by mechanica! pulp, which 


makes up the bulk of newsprint 
furnish and which continues at 
the current price of £27 10s. per 
ton. 

Increased cost of production is 
the reason advanced by pulp 
sellers for the rise in chemical 
pulps. 

British paper mills had hoped 
for a longer period of stability 
in the prices of their major raw 
material. Paper prices at present 
are held stable until the end of 
this year, but producers will be 
bound to take into account the 
advance in pulp costs when they 
meet shortly to review prices for 
finished paper in 1954 


y a = ; 

gq  -Roreg@ 

| Oc emaScopE 

1 ee 
| p OF 6s ey ae | 
a | 

| | ee 

, a 

P| | 

f ee | 

zB ee 

| | 

{ — 


ADVERTISER'S WEEKLY 
East Anglia 


. . 
Planning national 
. 
campaigns 

“Advertising should be regarded 
as the handmaiden to the selling 
organisation,”” said D. A. Bain, 
S. H. Benson Ltd., in a talk to the 
East Anglian Publicity Club. How- 
ever carefully planned a_ national 
advertising campaign might be, it 
would not achieve its object if the 
shop assistant did not do his job 
effectively. He was the point of 
contact with the customers. ; 

Mr. Bain gave some convincing 
facts and figures on market and 
media research which demonstrated 
that nationally planned advertising 
campaigns were no “hit or miss” 
affairs, but were the result of care- 
ful thought and calculation, based 
on these figures. 


Leeds 


‘Mild dose’ of TV 


competition 


Hugo O'Hear, a member of the 
Popular Television Association, des- 
cribed the Government's White 
Paper on commercial television as 
“a very mild dose” of competition. 

He estimated it would cost 
between £3,000 and £10,000 to put 
on an hour's programme on tele- 
vision, for which six minutes of 
advertising would be — allowed. 
Developments in the ultra high 
frequency band would enable many 
more IV. stations to operate in 
urban areas, supported by local 
advertisers. 


London 


oJ . + 
Celebrity night 
The second in a series of ‘Cele- 
brity Spots’ organised by _ the 
Publicity Club of London was held 
at the Aldwych Club on Monday. 
Guests of the club were Margot 
Lovell, the television personality, 
Muriel Pavlov, star of the film 
“Malta Story,”” Reg. Parnell, the 
racin motorist, and the Hon. 
Gerald Lascelles, the Queen's 
cousin, 


The Publicity Club of London's 
Christmas luncheon will be held at 
the Savoy Hotel on Friday, 
December 18, at 12.30 p.m. for 
1.15 p.m. 

Guests of honour will be Eric 
Barker and his wife, Pearl Hackney. 


Sheffield 


Master printers were 
club guests 


Sheffield master printers were 
guests of the Publicity Club of 
Sheffield when Mrs. Beatrice L. 
Warde, publicity manager of the 
Monotype Corporation Ltd., was 
the speaker. ; 5 

Mrs. Warde’s talk, “Saying it 


with type,” emphasised the impor- 
tant. part typography plays in ad- 
vertising. 


Cursitor reunion 


rhe Cursitor Street Christmas 
reunion lunch will be held at the 
Holborn Restaurant on December 
5 


Members who may not have 
received application forms should 
contact the acting hon. secretary, 
Miss M. A. Valler, c/o Geo. 
Jackson, Cliffords Inn, E.C.4. 


Club News 


Leicester 


Working for the 


public weal 


A. O. Buckingham, of Young and 
Rubicam, told Leicester Publicity 
Club of the voluntary work which, 
in America, had helped produce 
a good atmosphere for advertising. 
Leading advertising men now visit 
the White House once a year, he 
said, and discuss at top level what 
help advertising can give to assist 
in the Country's non-controversial 
problems. 

Mr. Buckingham said that in 
America to-day the advertising 
manager is the key man; _ the 
agency is a team of specialists all 
devoted to selling; speculative cam- 
paigns are “out”; the task of 
American advertising is to keep 
American business good. 


Oxford 


Manufacturer is 


expected to sell 


The shopkeeper of to-day expects 
the manufacturer to sell the goods 
for him, A. W. J. Lindsell-Stuart, 
of Leon Goodman Displays Ltd., 


told the Advertising Club of 
Oxford. 
But 70 per cent of point-of- 


sale + material is non-effective, 
he said, Cosma shopkeepers and 
their staff do not sakeetind what 
it can do for them, so they waste it. 

If the trader thought the point- 


of-sale material sent to him _ is 
poor, he should return it, saying 
why. 
Hull 


He won a three- 


piece suite 


The 23rd annual gala of Hull 
Publicity Club, held at the New 
York Hotel, was a gay event. Main 
attraction for 170 dancers was an 
outsize tombola, with prizes ranging 
from perfume to a slow-combustion 


fire. A competition for a_three- 
piece suite was won by J. 
fallowell. 


After the dinner, P. J. F. Brown 
(chairman) welcomed the guests and 
apologised for the absence of the 
president, G. Harriott. 
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Mow is “the Recorder’ doing ? 


Circulation ‘about 50,000’ 


—Free ad. tokens failed 


“The Recorder's” present circulation is about 50,000— 
but the paper is still not printing as many copies as it 


could sell. 


The new daily is getting much more advertising direct 
than from the advertising agencies. 


The offer of 10,000 “free” advertisement tokens for 
classifieds was “not very successful.” 


Greeting Sir Dykes Spicer, former 
deputy chairman of Spicers Ltd., at 
the annual dinner of the Printers’ 


Pension, Almshouse and Orphan 
Asylum Corporation, is this year's 
president, the Hon. Lionel Berry. 


‘British press first 

in the world’ 

The British press is “the fore- 
most in the world,” said Lord 
Vansittart at the annual dinner 
of the Printers’ Pension, Alms- 
house and Orphan’ Asylum 
Corporation in London. 

It was announced that during 
the Hon. Lionel Berry’s term of 
office as president, £51,432 had 
been given to this charity. 


HALF-UP RULE 


Proportional Instruments, of 
Walton-on-Thames, have produced 
a new 18-in. Perspex “half-up” rule 
which, it is claimed, is a big time 
saver in preparing or checking work 
for reproduction. No calculation is 
involved. 
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Friday, November 27 
INSTITUTE OF PUBLIC RELATIONS. 
Annual mecting. Caxton Hall, 
4 Westminster, 2.30 p.m. 
INCORPORATED SALES MANAGERS 
ASSOCIATION (London branch). 


Ladies’ night. Dorchester Hotel. 
4 Monday, November 30 
7 Pusuiciry CLUB OP LONDON 
7 Roger Diplock on “What's in a 
4 name?" Waldorf Hotel. 6.15 
p.m, 
4 Tuesday, December 1 
BairtsH ASSOCIATION OF INDUS- 
TRIAL Eorroxs (London and Home 


Counties branch). E. Martin Browne 
on “The criticism of amateur 
drama.”’ Shaftesbury Hotel, 1 p.m. 
REGENT ADVERTISING CLUB. Thos. 
FE. Griffiths on “Lithography.” 
DISPLAY PRODUCERS AND SCREEN 
Printers ASSOCIATION (Northern 
branch), John Newton on “Ad- 
vertising on a shoe string.” Old 
Nag's Head Hotel, Manchester. 
: BRADPORD PUBLICITY ASSOCIATION. 
+ Annual dinner and dance, 


ADVERTISING 


terre oo ooo 7 


DIAR 


Wednesday, December 2 


Beirisn Direct Mam Apvertis- 
ING) ASSOCIATION — tea-time talk. 
Panel: Robb Holland, Ronald ~ 
Peacham, R. Rothstone and R - ? 
Williams on “Selection of mailing 
lists and mailings.” ? 

PUBLICITY CLUB OF LONDON. Visit + 
to Taylor Walker brewery a: | ime- 4 
house, 2.30 p.m. , 

ADVERTISING CLUB OF CixFroRD , 
P. S. M. Auld on “The creative + 
man's job."" City Restaurant. 6.30 
p.m. 

Tharsday, December 3 4 

Pustictry Cius or Leeps H. 
Henry on “Media Research.” 4 
Great Northern Hotel. 6.30 pm. ¢ 

Friday, December 4 ) 

Pusticrry CLUB OF Grlascow, 7 

F, de P. Hanika on “Industry , 


and productivity.” 


DisepLayY PRODUCERS AND SCREEN 


PRINTERS ASSOCIATION (Midlands 4 
branch). Annual mecting White 
Horse Hotel, Birmingham 4 


These facts were revealed by 
W. J. Brittain in a lunch-time 
talk to the Institute of Journa- 
lists on Tuesday. 

Most advertising agencies, he 
said, were “very commercial” 
and could not be expected to 
rush in with a lot of advertising 
because it was their job to get 
continuity. Normally they did 
not go into any new paper 
because they could not be sure 
of continuity. However, The 
Recorder was getting as much as 
could be expected from the 
agencies. But some of the com- 
panies that advertised had sent 
several thousand pounds’ worth 
of advertising themselves. 

Describing the steps that led 
up to the production of the first 
issue, which he said was “the 
worst paper ever produced in 
history,” Mr. Brittain said that 
he had at first thought of coming 
out on Coronation Day, but saw 
“an arid summer with no adver- 
tisements” ahead. 

There were enough orders for 
the first issue to sell half a 
million copies, and 280,000 
copies were printed. 

“It is a hard commercial life,” 
he said, “and we are dealing 
with hard advertising agencies 
who seem to know nothing but 
figures and will go automatically 
for papers that sell. A paper 
that aims to be a big seller may 
not go dirty, but it has to go 
pretty vulgar and shouting.” 

Capital of the paper, he re- 
vealed, was £150,000, of which 
he himself owned £100,000. The 
remainder was owned by City 
and industrial interests, and he 
confessed that he had had an 
eye to the advertising that they 
could place. The Recorder was 
losing money “as expected,” he 
said, but a new paper had to get 
into the rhythm of advertising. 
It would be some months before 
it got all the City advertising. 

Asked “If you don’t get it, 
how long can you carry on?” he 
replied, “As long as we want!” 


New TPA members 


The following agencies have 
been admitted to membership of 
the institute of Incorporated 
Practitioners in Advertising: 

Incorporated: Lambe & Robin- 
son Ltd; Richard Potts and 
Partners Ltd. 

Registered: James A. Hodgson 
Ltd.; Nicholls Dorrity Advertis- 
ing Ltd. 
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This is one of the full pages in the 
Donnelly sausage campaign. 


Sausage press ad. 
copy used as 


. . 
radio commercial 
Described as “the most con- 

centrated burst of advertising by 
any manufacturer in the Re- 
public of Ireland since the war” 
was a campaign for Donnelly’s 
sausages, which included a series 
of three full-page advertisements 
in all national morning and 
evening newspapers over a period 
of about six weeks. 

The agents, O'’Kennedy - 
Brindley Ltd. (Dublin), say that 
reaction to the campaign so far 
has been highly satisfactory. 
Donnelly are heavy users of 
radio with two programmes a 
week. The radio and press cam- 
paigns integrated by using the 
copy of the press advertisement 
as the radio commercial. 


Only three county 


councils have PRO’s 


Only three county councils 
have a full-time P.R.O., accord- 
ing to a Labour Party Research 
Department survey on press rela- 
tions, published in The Municipal 
Journal (November 20). 

One county council has a part- 
time P.R.O. and two have public 
relations committees 

Of county borough councils, 
nine have full-time P.R.O.s and 
six have public relations com- 
mittees 


The techniques of 
screen printing 


To link up with the Screen 
Printing Exhibition at Park Lane 


House, London, W.1, Display 
Craft Ltd. have produced a 
screen printed book of tech- 
niques each page of which 


demonstrates a special advantage 
of using the silk screen printing 
process for the reproduction of 
a different style of art treatment. 

The illustrations are actual 
miniature reproductions of jobs 
previously executed by Display 
Craft Ltd. for national adver- 
tisers. A foreword _ states: 
“Screen printing has a character 
all its own. Charm and gaiety 
are allied to solidarity and also 
opaqueness and brilliance go 
hand in hand with beauty.” 
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_ Magazine readers told ‘advertising 


part of fabric of civilised life’ 


* ADVERTISING is part of 
the fabric of civilised life, 
just as piped water, electricity, 
good roads are; we could 
certainly exist without them— 
but we would be leading a 
very different sort of life.” 
This is part of a full page 
editorial explanation about the 
facts of advertising which 
appears in the Christmas num- 
ber of Good Housekeeping under 
the tithe “Ads. and honesty.” 
To the question “Does adver- 
tising add to the cost of things 
one buys?” this answer is given: 
“Of course, every manufac- 
turer includes the cost of his ad- 
vertising programme in the sell- 
ing price of his product (on 
average, advertising represents 
about 2d. or 3d. in the pound) 
The purpose of advertising is 
to sell a large quantity of goods 
quickly, and there are many 
things which can be ngade more 
cheaply in large quantities than 
in small lots, because the manu- 
facturer can get quantity dis- 
counts, install special machinery, 
keep his factories fully employed 
and so on. But there is more 
to it than that. 
“The chairman of a large firm 
(who make many of the new 


detergents) has said that his com- 
pany has spent nearly £8 million 
in setting up factories and so on 
for making them, and obviously 
the company must bring so much 
expensive equipment into use as 
quickly as possible. This means 
telling people about the new de- 
tergents by means of advertising, 
and thus creating demand for 
them. This will keep the new 
factories (and the people who 
work in them) at work 


Higher standards 


“This applies to nearly all the 
things we use and buy. Just as 
no one would dream of buying 
an expensive washing-machine to 
wash a few handkerchiefs once a 
week, so no manufacturer could 
install the complicated machinery 
needed to make things like cars, 
electric cookers and so on, un- 
less that machinery is fully used, 
and that means advertising to 
create demand for the things 
produced by that machinery. A 
modern car can't be made in a 
blacksmith’s forge, and the big 
car firms must sell hundreds ol 
cars a weck to keep their fac 
tories and employees at work. 

“There isn’t a simple answer 
to the question whether adver- 
tising adds to the price of the 


things we buy. Many of the 
things we enjoy and take for 
granted just couldn't be made at 
all unless they could be adver- 
tised. We couldn't enjoy a high 
standard of living without adver 
tising.”” 

Another question answered is: 
“How much should one be 
guided by the claims of adver 
tisers?” 

Good Housekeeping states: 

“An advertisement puts for- 
ward the most favourable points 
about the product advertised. In 
a court of law, counsel for each 
side has the duty of representing 
the case most favourable to his 
client. It is the judge's duty to 
examine the facts in a fair and 
unbiased way Advertising is 
like counsel's job: it is advocacy 

“The manufacturer puts for- 
ward the best features about his 
products, and he will certainly 
not complain if you, as the judge, 
examine his claims carefully and 
without prejudice or bias. A 
reputable manufacturer has 
backed his claims with his repu 
tation and with the money he 
has invested in his goods. No 
amount of advertising will ever 
sell worthless goods.” 


* See “Comment,” page 462. 


Carlton Artists gave a small champagne party last week at their newly 


opened Manchester office. 
Hosker (Manchester representative, 


whew > 


hed here (eft to right) are: Leslie J. 
arlton Artists), H. Stansfield (account 


executive, Ripley Preston), A. Gibson (director, Stowe & Bowden), T. G. 


Phipps (director, Carlton Artists) 


and Miss H. 
manager, Renold & Coventry Chain Co.). 


Nicklin (advertising 


‘Never sell on price’ is advice for 
carpet salesmen 


Second booklet in the sales 
training series published by the 
International Wool Secretariat is 
Selling Carpets, a feature of 
which is a colour section to 
assist customers in choosing 
shades that will blend well with 
the scheme of interior decoration. 

The 54-page booklet also uses 

for what is claimed as the first 
time in a British publication 
the American system of illustra- 
ting in coloured diagrams the 


cross-sections of different types 
of carpet weave 

Generously — illustrated with 
photographs and humorous draw- 
ings, the booklet begins with a 
lesson in selling technique. It 
emphasises: “Never sell on price 

always sell on quality, Le., 
value for money Always con- 
centrate the customer's attention 
on what she is going to get for 
her money, and not on what she 
is going to pay 


Interpretation 
of research 


The interpretation of research 
was the theme of the fifth weck- 
end course run by the Market 
Research Society. Held last Pri- 
day and Saturday at the head- 
quarters of the Institute” of 
Incorporated Practitioners in Ad 
vertising, it was attended by 107 
men and women from manufac- 
turing firms and agencies 

Under the overall chairman- 
ship of Louis Moss and Graeme 
Cranch, lectures were given on 
advertising media research by 
Olaf Ellefsen, Tom Cauter and 
Mark Abrams; the need and 
application of continuing re 
search was covered by Jack 
Haydock and Colin Melver; and 
methods of research organisation 
were dealt with by Harry Stone, 
Graeme Cranch and W. N 
Coglan 

A new feature of this course 
was the division into groups for 
a more detailed examination of 
the ways in which research can 
help the launching of a new or 
an adapted product Harry 
Munt and Frank Hewitt spoke 
on the practical task of launching 
grocery and toilet lines 

In his concluding remarks 
Graeme Cranch (chairman of the 
Market Research Society educa- 
tion committee) emphasised the 
need for wider knowledge of the 
application of market research in 
all aspects of the sales promotion 
function 
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ADVERTISER'S WEEKLY 


European ad 
managers for 


‘Time’ and ‘Life’ 


William E. Channing has been 
appointed European advertisement 
manager for the five editions of 
/ime magazine and Robert H. 
Garey, European advertising mana- 
ser for the three editions of Life 
magazine. 

Mr. Garey joined Time-Life Inter- 
national in September, 1945, In 
December of that year he went to 
Paris as European publishing mana- 
ger. He was transferred to Tokio 
in| March, 1947, and was Pacific 
publishing manager until transferred 
to the London office in June. 

Mr. Channing joined the newly- 
formed international division of 
Time in New York after the war. 
He came to Europe in 1946 and 
was assistant European circulation 
manager in Paris until 1948. He 
was then sent to Toronto as ad- 
vertisement representative for the 
international edition of Time. In 
1951 he came to England as an 
advertisement representative in the 
United Kingdom and France for 
Time, Life and Fortune. 

* * * 

New Associate members of the 
Institute of Incorporated  Practi- 
tioners in Advertising are: LC. 
Alexander (Press & General Pub- 
licity Service), J. R. M. Brumwell 
(Stuart Advertising), J. Bury (H. E. 
Boulter Publicity), L. F. Coney 
(C. P. Wakefield), R. M. Davies 
(Sterling Advertising), L. C. Ford 
(Dudley Turner and Vincent), 
W. H. J. Fowler (George Murray), 
P. S. Hadley (S. H. Benson), J. R. 
Hall (Richard Potts and Partners), 
lan Harvey, M.P. (W. H. Crawford), 
J. E. Hastings (Peter A. Menzies 
Advertising), Roland Hill (S.C. 
Peacock), James A. Hodgson 
(ames A. Hodgson, Lid.), R. B. 
Insley (Foote, Cone and Belding), 
A. M. Kempsell mee ts Ad- 
vertising), x* Lewis (Edward 
Martin Hi irvey Advertising Service), 
R. K. Lloyd (S. H. Benson), N. B. 
Lynch-Robinson (London Press Ex- 
change), C. V. Martin (Cliflord 
Martin), J. C. McConnell (McCon- 
nell’s Advertising Service), R. H. 
Mechin (Modern Advertising Ser- 
vice), Miss J. R. Mitchell (Mitchell's 
Advertising Service), W. J. Neville 
(Allardyce Palmer), P. W. L. Risdon 
(Masius and Fergusson), L. G,. 
Sage (George Murray), re <. 
Saword (Fredk. E. Potter), H. 
Saxon Mills (W. S. Oe cfordy 

G. Stein (C. R. Casson), J. G. 
Wynne-Williams (Masius and Fer- 
gusson). 


* * * 

Leslie Hardern (North Thames 
Gas Board) has been elected presi- 
dent of the Incorporated Advertising 
Managers’ Association for 1953-54, 
Oe officers are: vice-presidents, 
F. W. Paul Corbould (Vick Inter- 
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national), H. W. Craddock (Cham- 
pion Sparking Plug Co.), G. Gor- 
don Hargrave, R. A. Keir (Auto- 
matic Telephone & Elec. Co.), 
C. J. Rose (Scott & Bowne), 
W. M. Tribute (Hoover); chairman, 
Clive Barwell (Mullard); vice-chair- 
man, E. G. Fielding (British Alumi- 
nium Co.); hon. secretary, W. M. 
Woodgate; hon. treasurer, Norman 
R. A. Biles (C.A.V.); hon. editor, 
1AM.A. News, (Leslie Gibbes 
(Companion Book Club). Harold 
Goodman, who was the last hon. 
secretary of the original A.M.A. and 
the first of the 1.A.M.A., has been 
elected an honorary vice-president. 
* 


* 
A. W. Coombs, formerly in 
charge of creative work with W. H. 
Emmett Ltd., has been appointed 
art director to The D. Brook-Hart 
Company. As art director to the 
British Medical Association, which 
he joined in 1950, Mr. Coombs 
played an important part in launch- 
ing Family Doctor and _ other 
publications. 

* 


J. Y. H. Bowden 


Leslie Hardern F 


* * 

Miss Joan Rothschild is re- 
linquishing the position of adver 
tising and publicity manager of 
Harella to become advertising and 
= manager of Innoxa next 
ucsday 


(See Mainly Personal, page 498.) 
* * * 


Miss Mabel Blackmore, since ; 
1934 advertising manager of Van director of the Amalgamated Press 
den Berghs, makers of Stork Mar- Ltd., announces the retirement of 
arine, was entertained to a E. G. Baxter, one of his group 
i at the Hyde Park Hotel advertisement managers—and the 
last Friday to mark her retirement gee gee of J. Y. H. Bowden to 
from the company. She is suc- the vacant position from 
ceeded by D. C. Blamey, who, January |, 1954. Mr. Baxter's retire- 
after submarine service in the war, ment brings to a close 60 memor- 
joined Unilever as a management able ycars’ association with Fleet 
trainee. Street. 

(See Mainly Personal, page 498.) He started in advertising in 1893 

a a * with Charles Vernon——founder of the 

Alan W. Watkinson becomes per- resent agency C. Vernon & Sons 
sonal assistant to W. B. Morrell, Ad. Later he joined Mather & 
managing director of the Birming- Crowther Ltd. eventually becoming 
ham Gazette and Despatch Ltd. account executive and in cherge of 


A. W. Burnett, advertisement 


~~ 


47, fe taxerines 


T. C. Grant, director and general manager of McCann-Erickson A ‘vertising 
Lid. (on left) who has completed 25 years with the agency, is presented, on 
behalf of the staff, with a clock by Henry Hewitt, art director (see Mainly 

Personal, page 498). 


Seen in more than— 
1,000 cinemas daily 


DANIEL F. WARNOCK, DIRECTOR OF NATIONAL SALES, YOUNGER PUBLICITY SERVICE LTD., 28 ALBEMARLE ST., LONDON, W.1. 


. de Greef 


A. W. Watkinson 


A. W. Coombs 


Baxter retiring after 60 years in 
Fleet Street: Bowden succeeds 


their department handling the ad- 
vertisement side of Answers, Home 
Chat and Sunday Companion. He 
subsequently joined Cassell & Co., 
Ltd. as publicity manager and be- 
came advertisement manager in 
which position he transferred to 
Amalgamated Press when the busi- 
nesses were merged in 1926. Since 
then the publications under his con- 
trol have been many and varied. 

Mr. Baxter has vivid recollections 
of publications and personalities 
connected with the past. In his 
early days, representatives and 
managers wore top hats, frock coats 
and patent shoes, and went about 
their business in dog carts, pony 
traps (complete with cockaded foot- 
man) and hansom cabs. 

His successor, Mr. Bowden, has 
served with the Amalgamated Press 
most of his business life, joining 
them in 1934 as a London ad- 
vertisement representative. After 
war service in the R.A.F., he was 
appointed in charge of the north- 
eastern advertisement office of the 
A.P. operating from Leeds. In his 
new appointment, Mr. Bowden will 
be responsible for the following 
publications: Woman and Beauty, 
Wife and Home, Woman's Weekly, 
Woman's Pictorial, Woman's 
World, Home Companion, Woman's 
Companion, Oracle and Miracle. 

* * * 

F. de Greef, formerly London 
publicity manager of Sabena Belgian 
Airlines, has joined the staff of 
Mason-Peacock Ltd., as manager of 
their Continental division. 


@ More News About People page 505 
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“ANOTHER SOLUS TRANSFORMATION” 


« 


a nnn ee one t 


Opening Time i =. 
Cuinness 


It looks far better as a Solus Site 


These two photographs tell an unmistakable story. A dingy, derelict wall has 
been smartened and remodelled. Now it is a bright, attractive poster site which 
improves the local amenities. National Solus Sites like this—standing alone, 
right at the point of sale—are available in all commercial areas in England and Wales. 


NATIONAL SOLUS SITES LTD. 


56/60 STRAND + LONDON + W.C.2 - TELEPHONE: TRAFALGAR 4922-8-4 
DIRECTORS: 1. A. ALLAM (Managing Director) + S. BE. CARTER — P. W. FELTON + BH. LAWSON 


MEMBERS OF THE SOLUS OUTDOOR ADVERTISING ASSOCIATION LTD. 
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ADVERTISER'S WEEKLY 


CHAIRS FOR 
ADVERTISING 


Every club affiliated to the 
Advertising Association is being 
asked to present a chair to stand 
in the Association’s new council 
chamber. Each will cost 15 


ineas. 

W. H. Hamp Hamilton, in a 
letter to the clubs, states that ne 
is making the appeal as his last 
act in the chair of the Club 
Development Committee. 

Referring to the Advertising 
Association's new offices at 1 
Bell Yard, Fleet Street, London, 
Mr. Hamp Hamilton writes: 
“This, I hope, will become the 
focal point of organised adver- 
tising in Great Britain. From 
these headquarters will stretch 
forth the gospel of advertising, 
this will be the fountain head 
of ethics and standards of prac- 
tice, to this address all branches 
of organised advertising will 
look for leadership of the 
highest order and guidance of 
the most profound quality. 

“Each club must take pride 
that in these offices it has a 
stake and a voice through the 
chairman and delegates of the 
Club Development Committee. 
A seat on the Council and the 
executive committee is, indeed, 
an honourable representation in 
this house.” 

A design has been chosen for 
the new set of chairs and each 
chair will carry a plaque with 
the name of the club and the 
date of its inception as a “per- 
manent record of the loyalty, 
interest and support of the mem- 
bers of the club movement.” 

Each club’s donation js limited 
to a single chair in order that 
the representation of clubs is 
equal. The first chair has 
already been donated. 


Clients are sent the 


red flag 


A filing card carrying a little 
red Rm flag is being used by 
Vernons in a direct mail shot to 
clients who have stopped send- 
ing in football pool coupons. 

The card carries the name and 
address of the recipient and an 
accompanying letter explains: 
“We're disturbed that your little 
file card has a red flag on it. A 
red signal, that means you've 
neglected us! We have sent you 
coupons ... written to you... 
but still nothing from you. We 
sincerely want you back, so 
won't you tell us what it is that 
is keeping you from filling in 
your Vernons. Permit us to re 
move that little red signal from 
your card,” 


Cookery editors of the national and trade press and women's magazines 


attended a party given b: 
of Trex cooking fat which is ex 
picture shows (left to right) 
manager of J. Bibb 
W. D. S. Pithie of J. rag A 
will handle 


J. Bibby & Sons Ltd. to celebrate the return 

cted to be on sale b 
ason Bibby, R. W. 
& Sons Ltd., Joan Robins, TV domestic adviser, 
’s, Mrs. Leslie rT: C. Harold Vernon, who 
rex advertising, and Lesli 


next spring. The 
ndrews, advertising 


le Bibby. 


Sir Miles Thomas's appeal for NABS 


Spending on benevolence 
will reach record figure 


SIR MILES THOMAS, PRESIDENT 


OF THE NATIONAL 


ADVERTISING BENEVOLENT SOCIETY, ISSUED HIS APPEAL 
LETTER LAST MONDAY, STRESSING THE GREAT COMFORT 


AND RELIEF 
statement made to a 
of N.A.B.S. Stewards 
held last week in connection 
with the appeal, Sir Miles 

claimed that this year the 

Society’s expenditure in  bene- 
volence “will reach the highest 
figure in our history.” After 
saying that the record increase 
in the number of new members 
during the past two years had 
been almost entirely due to the 
efforts of the Stewards, he re- 
vealed that he did not intend 
to organise any special events, 
such as film premiéres, as he 


In a 
meeting 


did not wish in any way to 
disturb the individual efforts 
of the Stewards. Sir Miles’s 


statement continued: 
The human touch 


“The principal purport of my 
appeal is the great care taken 
by each of the four benevolent 
committees (one of which meets 
every week) to the needs of 
everyone involved in every case. 
I do not mean only the material 
needs—that is a matter which is 
satisfied as a matter of course 
immediately after a careful study 
and friendly consideration of the 
circumstances of those  con- 
cerned: the widow, the aged 
husband and wife, the sick, and 
the children, What is their daily 


life? How can they be made 
comfortable? What advice do 
vi a 


FROM ANXIETY WHICH 
BRINGS TO BENEFICIARIES. 


THE SOCIETY 


they need? What are the child- 
ren’s prospects, and so on. These 
are the human matters in which 
we are intensely interested, and 
it is this care and thought which 
is sO greatly appreciated by our 
beneficiaries.” 

Sir Miles also urged Stewards 
to send along new cases for help 
before they Sanit desperate. 


Pears launch new 
contest to boost 
Cyclopaedia 


To reinforce the impact made 
by five million Pears soap wrap- 
pers announcing the new edition 
of Pears Cyclopaedia, a new 
annual “Prominent People” com- 
petition has been launched, and 
a showcard has been produced 
to announce the competition at 
point-of-sale. 

To win the competition prize 
of £100, entrants must name six 
persons who most merit inclu- 
sion in the prominent people 
section of the Cyclopaedia. 

The card, which measures 
10 in. X 8 in., is red and white 
on a dark blue background and 
is designed to give prominence 
to the cash award. I carries 
a pocket for holding entry forms. 

Closing date for the competi- 
tion is February 1, 1954 
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‘Esquire’ here 
in spring 


A British edition of Esquire, the 
American magazine for men, 
will be launched in the spring. 

The advertisement columns will 
be open to British advertisers 
and most of the editorial 
features will have a_ British 
slant. 

At present a search is being made 
for London premises which 
will be known as “Esquire 
House.” Except for the editor- 
in-chief, Richard D. Kravitz, a 
leading American publisher. 
the staff will be entirely British 

The appointment of an advertise- 
ment director will be 
announced within the next 
fortnight. He is described 4s 
a “leading figure in British 
advertising.” 

Esquire will sell in this country 
at the equivalent of 50 cents 
—about 3s. 6d. 

Promotion of the British edition 
will be handled by Kennerle, 
Edwards and Associates Ltd 
while Alfred Pemberton Ltd. 
have been appointed to handle 
the advertising. 

Esquire’s fashion editor, Oscar 
Schoeffler, visited this country 
last week to study what men 
wear in Britain in preparation 
for the launching of Esquire 


over here. 
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H.M. Queen Elizabeth the Queen 

Mother at the British and Ferien 

Bible Society's Exhibition at the 
Royal Exchange. 


Big booking for 


Bible exhibition 
The British and Foreign Bible 
Society’s Exhibition, “We Want 
to Live,” which was opened by 
Queen Elizabeth the Queen 
Mother at the Royal Exchange 
last week, has been booked for 
47 church and community halls 
during the coming year, and the 
Society is now making arrange- 
ments for its 1955 showings. 
Designed and built by the Ciry 
Display Organisation at their 
White City works, the exhibition 
consists of cight of their Ivelpak 
units, with the addition of a 
“valarium.” 


CAMBRIDGESHIRE TIMES GROUP 


london Representative 


Head Office: TIMES BUILDINGS, MARCH 


Tel. March 2368/9 


W. H. WALMSLEY 


A.B.C. Figures é 5 321 Copies 69 Fleet Street, E.C.4 Tel. Central 9353 
Northern Representative: ARNOLD ELLIS 
Jan. to June 1953 > Weekly 64 Cromford Mouse, Manchester 4 Tel. Blackfriars 6987 
ay: ; var, | 7 
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ADVERTISER'S WEEKLY 


Good Housekecping 
is not just another 


high elass magazine 


It is a specialist publication, specialist journal as is a motor- 


with a readership that is quite ing magazine to the enthusiastic 


unique, a_ readership with a motorist or a gardening journal 


specific and concentrated home to a gardener. 


interest. For selling goods to Remember this when planning 


women for the family and the home your clients’ advertising campaigns 


Good Housekeeping is as much a for 1954. 


Good Housekeeping — Britain’s foremost Home magazine 


And remember, every advertisement in Good Housekeeping is guaranteed. 


THE NATIONAL MAGAZINE CO. LTD., 28/30 GROS\ENOR GARDENS, S.W.1 
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‘Appetite appeal’ needed 
for self service packs 


In the opinion of self service retailers, self service enhances 
the possibility of greater sales through advertising, and does 
not make it more difficult for a manufacturer to introduce 


new lines. 

These answers were given to 
an advertising consultant by a 
panel of four self service opera- 
tors at a meeting organised by 
the Self Service Association to 
discuss the problem “How will 
self service affect my sales?” 

The advertising consultant, 
D. S. Davis, had wondered 
whether the lack of personal con- 
tact in the self service store 
might make it more difficult for 
an individual manufacturer to get 
sales for his brand of goods. 
Would he lose the advantage of 
persuasive recommendation by 
the assistant who had seen the 
advertisement and would himself 
do the selling? 

A panel-member replied that, 
provided the item was adver- 
tised well and had the label 
and package to go with the 
advertising, the manufacturer 
had nothing to fear. 

As for the alleged difficulty of 
introducing new lines through 
self service-——“If you can create a 
demand through advertising, the 


A coin in the slot and out comes 
a bottle of Britvic—ice cold. 


Slot machine 


drinks 


A self service unit which is 
intended primarily for use in 
factories, hospitals, schools, shops 
and travel centres is now being 
marketed on a large scale by 
British Vitamin Products. 

Known as the’ BritviCold 
Vendor it serves bottles of Britvic 
fruit juices ice cold. Customers 
place a coin in the slot and re- 
ceive a bottle of Britvic and a 
straw. A bottle opener is incor- 
porated in the unit. 

In factories and offices the 
machine can be subsidised by the 
management and the drinks sold 
at a reduced rate. 

At a later date it is intended 
to advertise the unit in industrial 
and similar trade papers. Britvic’s 
agents are Auger & Turner Ltd. 


retailer must of necessity stock 
it.” A progressive stock manager 
would always introduce new lines 
to a customer even if the pro- 
duct were launched by a small 
firm unable, initially, to spend 
large sums on advertising. 

Ihe panel did not seem to 
attach much importance to the 
need for the advertising to estab- 
lish a strong visual “link” with 
the package, but one member 
suggested that it might be a good 
idea for an advertisement to show 
the package on the self service 
store shelf, 

In answer to a question by 
Frank Wren, sales promotion 
manager of British Cellophane, 
it was held that with the advent 
of self service, the pre-packaging 
of goods on the retailers’ pre- 
mises would tend to diminish and 
it would become the job of the 
manufacturers to pre-package. 

To a further question about 
the desirability of “shelf life” as 
against “shelf appeal,” one 
answer was: “Showing the goods 
is the biggest seller. If the people 
can see all the items decently 
packed by the manufacturers or 
packed in Cellophane by the 
owners of the premises, it in- 
creases the business enormously.” 

Another panel member thought 
it should be possible to combine 
the two, Visual selling was the 
fastest selling and it was up to 
the manufacturer to combine 
“appetite appeal” with — sales 
appeal, as, for instance, by means 
of an airtight package with a 
transparent “window.” 

The meeting was presided over 
by R. F. Rooke, chairman of the 
Self Service Association. 


At the silver jubilee dinner of 
Association. 


; 


NOVEMBER 26, 1953 


the British Direct Mail Advertising 


BDMAA’s silver jubilee dinner 


A suggestion that the British 
Direct Mail Advertising Associa- 
tion should appoint a N.A.B.S. 
steward was put forward by 
Hubert A. Oughton, president, 
Institute of Incorporated Prac- 
titioners in Advertis:ng, at the 
Association's silver jubilee din- 
ner last week. 

“It would be a very nice thing 
to celebrate your jubilee by 
doing some modest collecting on 
behalf of this fine charity,” he 
said. 

Mr. Oughton, who was speak- 
ing on behalf of the guests, 
mentioned that there were now 
some 43 agency people who were 
members of the Association. 

He also suggested that media 
owners might consider the ad- 
visability of recommending pros- 
pective advertisers, before taking 
space in their papers, to do some 
experimenting with direct mail 
first. 

Held at the Hyde Park Hotel 
on Wednesday of last week, and 
attended by about 150, the din- 
ner was presided over by Major 
C. V. Wattenbach, chairman of 
the Association, who, before wel- 
coming the guests, paid a tribute 
to the Association’s immediate 
past chairman, A. Edward Jones, 


Judges selecting the winners from 35,000 entries for the Colgate shaving 


preparations com 


tition (left to right), 
and Partners Ltd., agents for Colgate shaving 


E. F. Weston, of Clifford Bloxham 
reparations, W. 7. Miller 


managing director in this country of Colgate-Palmolive Lid., and W. A. 


Cathles, associate editor, “‘ Advertiser's Weekly.” 


First prize was a Ford 


Zephyr, second, a Ford Consul 


whom he described as the back- 
bone of the Association for the 
past two years. 

A guest whom he especially 
welcomed was Miss Edith Chad- 
wick, daughter of the late Arthur 
Chadwick, “main founder of the 
Association, and doyen of direct 
mail in this country.” Gracefully 
acknowledging the tribute to her 
father, Miss Chadwick wished 
the Association prosperity in the 
years to come. 

Dancing and cabaret completed 
an enjoyable evening. 

As souvenirs of the occasion, 
the ladies received from the 
Association gifts of teapots with 
metal cosies and, from Ralph 
Judson, head of the advertise- 
ment department of B.B.C. Pub- 
lications, a Radio Times cover 
containing the current issue and 
also one of the celebrated 
sponges bearing the — slogan 
“Radio Times swells sales.” 

(See Mainly Personal, page 49%) 


Co-operative ads 
for television ? 


A suggestion that manufac- 
turers and traders might join in 
televised advertisements was 
made by Arthur Chamberlain, 
managing director of Hercules 
Cycle and Motor Co. at a dinner 
of the National Association of 
Cycle Traders. 

In 12 months, he said, if 
present plans matured, we should 
have commercial television 
Would manufacturers and traders 
consider clubbing together to 
sponsor a programme which 
would help the livelihood of 
both? 


LUCKY 13th 
A 9-ft. high photographic 
blow-up of a full page press 
advertisement announcing price 
reductions was unveiled at a 
dealers’ luncheon in Dublin. 
Ihe advertisement, prepared 
for Motor Distributors Ltd. by 
O’Kennedy-Brindley, appeared 
on Friday, the 13th, and featured 
the slogan “Friday the 13th 
is the luckiest day of the year! 
Volkswagen price down.” 
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What the Tycoons saw... 


Television Space for Sale 


3 . ; 
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TYCOONS are world wide. They are the successful weekly (ABC net sale first half 1953: 49,927), but 
men of affairs in Australia as well as Britain, because it is the quickest and most economical way 
throughout Europe as well as America. of reaching men with money to spend — everywhere 


Wise advertisers and their agents* with an eye on _‘0 the world. 
the — market - their faith to THE cnninaueee * Erwin Wasey & Co. Lid., are the advertising agents for Philips 
Not simply because it has a sale of 50,000 copies Electrical Ltd. 


The Economist 


22 RYDER STREET * LONDON SWI + WHITEHALL 1511 
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COMMENT 


GETTING ON WITH 
THE JOB 


While details of the Advertising 
Association’s scheme to “hit 
the critics on the head as soon 
as they open their mouths” are 
still anxiously awaited, a cli- 
mate of opinion is being culti- 
vated in favour of advertising. 

This is largely being achieved by 
individual efforts. 

The journal “Good Housekeep- 
ing,’ for example, goes on 
record with a sensible explana- 
tion of how = advertising 
operates for the benefit of its 
readers. 

The “Daily Express” has recently 
given prominence in its leader 
column to simple, reasoned 
arguments in support of our 
business. It has shown how 
advertising plays a vital role in 
the national economy. 


Follow the lead 


Many local newspapers, too, are 
furthering the cause with fac- 
tual explanations which have 
a much wider interest than 
mere self-promotion. 

These individual efforts are the 
best type of public relations 
for advertising, and they should 
form the framework of the 
bigger, integrated campaigns to 
come. 

The lead to be given by the Ad- 
vertising Association should be 
followed by all media. In this 
way full-scale, long-term pub- 
licity can be run at compara- 
tively low cost and with 
= central administra- 

n 


EXHIBITIONS CODE 


Proposals formulated by the 
Incorporated Society of British 
Advertisers voluntarily to regu- 
late the organising of exhibi- 
tions should be welcomed as a 
basis for discussion. 

The Association of Exhibition 
Organisers may well accept the 
general principles laid down 
as sound proposals designed 
to eliminate the ill-organised, 
opportunist event. But it will 
surely be necessary first to con- 
sider whether one suggestion 
given prominence in the draft 
code might operate against 
legitimate enterprise. 

It is suggested that “no new 
trade exhibition should be held 
without the approval of the 
appropriate trade associations 
of the industry concerned.” 

Reasonably applied this could 
work fairly, but the indepen- 
dent organiser is surely entitled 
to an assurance that any origi- 
nal project will receive the 
advertisers’ full consideration. 
It might not always be in the 
best interests for the trade 
associations to have sole 
powers of veto. 
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Quality and the consumer 


HE Retail Trading-Stand- 

ards Association, of which 
| am chairman, played a very 
considerable part in the pre- 
paratory stages of the amended 
Merchandise Marks Act and 
particularly during discussion 
of the Bill in committee stage 
in the House of Commons. 

Such an Act is obviously one 
which deeply affects the work of 
the R.T.-S.A. and, therefore, this 
association should be in a posi- 
tion to feel the pulse of industrial 
and retail reactions to the new 
Act. The Act comes into force 
on February 1, 1954, six months 
after the passing of the Bill and 
this six months breathing space 
is being used by many industrial 
and trade organisations to see 
whether their trade customs con- 
flict in any way with the Act 
itself. 

The _—— effects of the 
1953 chandise Marks Acts 
are two-fold. 

@ The definition of trade de- 

scriptions has been broadened 

to include quality, fitness for 
purpose, strength, performance 
or behaviour of any goods. 

@ The definition of a false 

trade description is strength- 


ened by including those 
descriptions which can be 
d as misleading or 


liable to be misunderstood. 


Before the Act was approved 
at the end of July last there was 
evidently some feeling in a num- 
ber of industries that the new 
amendments would unfairly re- 
strict the advertising of goods, 
not only as regards a number of 
recognised descriptions but in 
respect of general trade practice. 

I believe that since the Act 
was given Royal Assent there 
have been second thoughts on 
these matters and it has been the 
task of the R.T.-S.A. to advise 
many trade associations and 
other organisations on_ these 
matters in the past weeks. 

Since 1938 the R.T.-S.A. has 
probably been the largest user 
of the Merchandise Marks Acts 
for the purpose of combating 
aniiatle trade practices. In- 
deed, 16 or 17 prosecutions under 
the 1887 Act have already been 
won in the past three years and 
the effects of the convictions 
obtained in these cases have been 
extremely salutary. No doubt 
there has been some apprehen- 
sion from time to time about 
these moves of the R.T.-S.A., 
but I think it is now appreciated 
that our attitude was made 
essential by the signs of a signifi- 
cant deterioration in the standard 
of trade practices both among 
manufacturers and retailers and 
perhaps more particularly in 
the case of mail order adver- 
tisers. 

It seems that the principal 
worries in the minds of traders 
have been confined to the difficult 
question of trade custom or 


GUEST COLUMN 
by 
RONALD SCHOFIELD 
chairman 
Retail Trading-Standards 
Association 


usage. Could an_ established 
trade custom be held to be a 
false trade description because it 
might be misleading to the con- 
sumer? 

I think it must be admitted by 
all of us who are engaged in 
the marketing of consumer goods 
that there have sprung up cer- 
tain trade practices in various 
industries which may well be 
considered the custom of the 
trade, but which are not under- 
stood by the public. 

Our view on this matter is 
that a trade practice or custom 
cannot be acceptable if its 
meaning is not equally well 
understood by the public and 
the shopper as it is to the trade. 

Where conflict of meanings 
arise, very careful consideration 
must obviously be given now to 
such customary trade use of a 
term of ambiguous meaning and 
} am glad that the R.T.-S.A. is 
in a position to give advice on 
this subject. 

In some quarters there has 
been a fear that the strengthen- 
ing of the Acts covering trade 
descriptions might lead to 
malicious prosecution—possibly 
by rival and interested bodies. 

I think that this is extremely 
unlikely for a number of reasons. 


The principal of these lies in the 
extreme difficulties and the 
nerve-wracking preparations that 
have to be made before sum- 
monses are issued under the 
Merchandise Marks Acts. Great 
expense is invariably involved 
and never fully recovered. 

The final opinion as_ to 
whether any particular descrip- 
tion is misleading will rest 
entirely in the hands of the 
Magistrates Courts. If these 
take a different view from the 
prosecution then there is no 
question of appeal. 

On balance I think that the 
main reaction to the new Act 
will be for other trade associa- 
tions to press the R.T.-S.A. more 
and more to carry out on their 
behalf this particular aspect of 
their work. 

Indeed, a number of previous 
rosecutions by the association 
ave already been carried out on 
behalf of various industries and 
a forthcoming prosecution re- 
sults from an approach made to 
the R.T.-S.A. by an important 
manufacturing federation. This 
is a turn of events which has, 
perhaps, exceeded by far the 
expectations of the council of 
this association when it resumed 
this work at the end of the war. 

It indicates that there is, 
throughout manufacturing, whole- 
sale and retail industry, a really 
determined desire that the stan- 
dards of marketing to the con- 
sumer shall be high and that 
there is a real need for an 
impartial third party organisa- 
tion to prevent marketing 
standards being lowered by the 
fobbing off of inferior qualities 
with high quality descriptions. 


To-morrow’ TOPICS 


® A £250,000 scheme to protect 
their wool industry is being 
considered by Shetland 


Council. If it is imple- 
mented, a trade mark will be 
introduced and ihere_ will 
be a continuous publicity 
campaign. 

® The Co-operative movement 
in Scotland is to launch a 
big-scale publicity drive in 
an attempt to capture a 
bigger share of the furnish- 
ing market. Specialised 
shops and improved displays 
are also planned. 

®The National Union of 
Funeral and Cemetery 
workers is campaigning for 
the establishment of « Coun- 
cil of British Funeral Service 
“to make available to the 
public such information as 
would place the funeral 
trade beyond criticism on 
matters of charges.” 


® British interests are watching 
the progress of a campaign 
launched by the German re- 
frigeration industry, with the 
backing of power stations. 
using the slogan “Food can 
go bad even in_ winter. 
Make use of electrical re- 
frigeration.” If the scherne 
is successful something simi- 
lar may be tried here. 


® Experts say that self service 
with full-scale pre-packaging 
is now a practical proposi- 
tion for the fruiterer, and 
shop conversion in the 
north will begin soon. 

®@ Next big development in 
screen advertising will be 
films suitable for Cinema- 
scope showing. 

®A tightening of conditions 
for agency recognition is 
under consideration. 
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Every week one family out of every three 
rea d Ss t h r in Great Britain reads the Sunday Pictorial. 
For, with an average net sale of 5,262,856, 
the Sunday Pictorial goes into millions of homes 
all over the country. It is read by every 
s un d Aa y P i Cc t or i a I adult member of the family on the best 
advertising day of the week—the day they have 
time to read advertisements at leisure, and 


sales messages sink in. Space in the 


every week 


Sunday Pictorial is exceedingly economical too. 
Compared with 1939 its square inch per 
thousand rate has in: reased much less than 


that of any other Sunday Newspaper. 
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REAL fabric “carpet” was 
laid on the cover of a 
booklet issued by Perez, the 
famous carpet firm. The actual 
material, which has the charac- 
ter of a flock, is dark red, and 
a pattern was printed on it in 
several colours, presumably by 
the silk screen process. It is 
an extremely ingenious and 
attractive idea which signals at 
once the purpose of the book- 
let. The only title is printed 
in gold on the white cover 
board through a_ rectangular 
panel cut out of the carpet; 
it reads: “The House of 
Perez.” The cover was exe- 
cuted by Olley and Rowley. 
I imagine that this device 
accounted for a large part of 
the total cost of nearly two shill- 


Noting the advent of a carpet-covered booklet 
BRIAN HILTON in his PRINT REVIEW observes that 


Money spent on good blocks 


is well worth while 


ings per copy for a run of 10,000. 
I wish the desire to do the job 
properly had extended to all 
the half tone photographs of 
carpets with which the book 
abounds. Presumably to save 
money nearly all these photo- 
ge are squared-up half tones, 
ut as a carpet rarely photo- 
graphs as a precise rectangle, the 
carpets have a grey border which 
to my mind devitalises them. 
Three of these half tones are 
cut-outs, and demonstrate that 
the extra block-making cost is 
well worth while. 

Another small point that in- 
vites criticism is the width of 
the margins. On a page of 1,708 
square ems the type area covers 
1,155 square ems, which is too 
much for a book which wants 
to speak quality. In high class 
bockwork the margins account for 
about half the total area, and 


Welsh pec rple, 


Principality. 


CAcstern 
Mail 


AND SOUTH WALES NEWS 


No other daily newspaper 
circulating throughout Wales 
has such a great appeal to 


influence in public affairs, 
commerce or industry in the 


or so much 


*® The National Daily of Wales 


Head Office, 


Advertisement Manager 


CARDIFF. Tel. 


33022 
: R. H. HARRISON 


London Office, 176 Fleet Street, E.C.4 
Manager: GEORGE J. STUDD. Tel. CENtral 4691 
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the white space is well used to 
create the right air of luxury 
aK *K # 


A READER sends to the Editor 
a scathing letter condemning a 
booklet entitled “How to Choose 
and Care for Carpets.” At first 
glance, he says, it seems a very 
attractive affair, with layout and 
presentation very well done. 
“But, oh! when you start to read 
it! How uninteresting—how dull 

and in places how asinine!” 

How right! Take this gem, 
which refers to chenille carpets, 
and is a completely self-contained 
sentence: “In size they range 
from the smallest to the largest.” 

Though this booklet carries the 
imprint of a well-known adver- 
tising agency, I cannot believe 
that the copy was the unhindered 
work of an agency copywriter. 

aK 4 * 

WHENEVER I was sent for to 
go to the headmaster’s study | 
took the precaution of putting 
a sufficiently thick book down the 
seat of my pants. Somet:mes 
to my surprise the armour plate 
was not necessary. 

So, Mr. Dick O'Gorman, you 
may take the exercise book out 
of the seat of your pants, be- 
cause although you invite me to 
let you have it straight from the 
shoulder and are gritting your 
teeth (you write) in anticipation, 
you may relax. The news about 
your folder for the Krisson staff 
pep campaign is good 

Why, what do you think is the 
matter with it that you adopt so 
defensive an attitude? It is 
cleanly designed, well printed in 
vivid contrasts of red, yellow and 
black in a style which is an ob- 
ject lesson to those of your cus- 
tomers who want to get vigorous 
print at reasonable prices. 

Mind you, I still don’t pretend 
to understand what this “pro- 
ject campaign” is all about, but 


as I am not an employee of 


Krisson Printing Ltd, | am not 
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Praise is given for this pep 
campaign booklet. 


familiar with the context, and 
currently I am only interested 
in the folder as a piece of print. 

I do, however, linger over one 
item. Way back, you ran a 
“criticism campaign” when some- 
body explained “how and when 
to give criticism; how not to get 
people's backs up.” 

Have you got a transcript of 
that lecture 1 could borrow? 


* * * 

Since 1889, when London 
County Council held its first 
meeting, the typographical style 
of the Council's minutes and 
agenda papers have remained 
substantially the same. That style 
has now been revised, and the 
documents are set in Times. 

One hopes this is the only 
detail of L.C.C. administration 
which has not been brought up 
to date for 64 years! I cannot 
imagine why this reform was not 
carried out at intervals, since it 
costs no more to print minutes 
in contemporary style than in an 
old-fashioned way, and but a few 
guineas to a typographer for his 
advice on styling (if the printer 
was unable to undertake this 
work free). 

The change is a great improve- 
ment. No Londoner need now 
feel ashamed if a copy of his 
Council's minutes reaches Geneva, 
Milan, Washington, Stockholm 
or other cities where good design 
is appreciated. 

Times is excellent for such 
work as minutes, which must be 
readable but without waste 
space. A line of 37 ems is a 
litthe long for 10 pt., even though 


A double - page 
spread in the bro 
chure “Iraq Oil In 
1952” effectively 
carries an oil pipe 
across both pages 
There is also a 
unique way of 
showing progress 
of development 
(See page 466.) 
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ONE FULL PINT is the liquid capacity of some of the 
larger pitcher plants ( Nepenthes) which grow in the moss forests of Borneo. One pint 


being a great deal more than the capacity of the bees which it attracts, the latter drown 


in nectar. A somewhat disillusioning experience... 


COMPARE the story-and-picture plant which grows in the 
Oxfordshire lanes down Burford Way. No disillusion there ! 
Inspired by the nectar they discover between its crisp, 
green outer leaves, readers emerge with bright eyes and a 
fixed determination to buy something they've just seen 
advertised. A very powerful little herb. 


Folk call it... 


The Countryman 


JOHN L. VERRINDER, ADVERTISEMENT MANAGER, “THE COUNTRYMAN"™, 10, BOLVERIE >! KEET, LONDON, E.CA. CENwueal 9161. 
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it is on an It pt. body, but 
indents, bold face and italics are 
used functionally to help. 

* x * 


Tue Danny Kaye film “Hans 
Christian Andersen” ought to 
have given print designers some 
new ideas about colour. One of 
the charms of that delightful 
movie was its lightness and 
freshness, as if the whole thing 
had been done in water colour. 
In magazine advertisements one 
is tied to the standard trichro- 
matics, but in print the artist can 
choose from his palette at wili, 
yet invariably the standard three 
are engleped. 

A brochure “Iraq Oil in 1952” 
has a cover design blended of 
pink, sky blue, yellow and apple 
green and a range of associated 
tones. Though there is nothing 
unusual about the picture of a 
tanker and little sailing boats, 
the choice of colour scheme gives 
it an unusual piquancy. 

In this booklet, too, is an in- 
genious method of selecting parts 
of a map. It is a coloured map 
of Iraq oil installations in 1952, 
with pipelines drawn in red and 
black. A red transparent over- 
lay filters out the red lines on 
the map but leaves the black 
lines which show the Iraq oil 
installations in 1945. Wire bind- 
ing makes the device both pos- 
sible and relatively cheap. This 
is a gimmick that adds enor- 
mously to the interest. 
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I pon’t know, nor does a fore- 
word tell me, why Yardley’s 
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decided to publish “The House 
of Yardley, 1770-1953." Such 
books are usually published to 
mark a jubilee or centenary; 183 
years has no special significance 
However, while I do not know 
why Yardley’s decided to produce 
a book at this time I am glad 
they did. Indeed, I, like most 
others who have to produce 
print, am always glad to see a 
new major work from Yardley. 
Their print is invariably so im- 
peccable, so right, that successive 
productions stand like signposts 
to perfect technique. 

Here, for example, is such a 
blending of type, ink and paper 
as we seldom see in advertising, 
whose acolytes are prone to 
swing the censers of decoration 
too heartily and smother simple 
truths in a cloud of highly 
seasoned smoke. The cover of 
“The House of Yardley” is a 
simple grey cloth board decorated 
only by a basket of flowers gold 


blocked. The grey is set off by 
a dust jacket of salmon pink on 
which the title is writ large in 


a graceful italic. Bembo for the 
text, with its lovely Chancery 
italic for chapter title pages, is 
a delight on a lovely sheet of 
matt, smooth parchment paper. 
If you want to see a fine example 
of page planning, with seemly 
margins, effective but unobtru- 
sive ascending initials for new 
chapters, and a good colour by 
the right choice of type and lead- 
ing, study this 132 page book. 
You will find it very rewarding 
indeed. 
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How to make a successful 
mobile display aid 


BOOK on mobiles, the 

latest display aid, comes at 
a time when full commercial 
possibilities of the hobby are 
just being explored. It will, 
therefore, most likely find a 
ready-made market among 
display men. 

Titled How to Make Mobiles, 
it has been written by John 
Lynch and published by Thames 
and Hudson at 12s. 6d. 

John Lynch has already built 
up a highly successful business 
in the United States making and 
selling these mobiles, so he is 
qualified to instruct us in the 
theory and practice of “mobile 
sculpture” as the hobby has been 
known for years in the world of 
art. 

He begins by showing how to 
make a simple mobile, of five 
pieces, and illustrates each move, 
with line drawing and photo- 
graph, so that it is impossible to 
go wrong. The reader thus lays 
down for himself a firm founda- 


author then discusses several vari- 
ations on the same theme before 
tackling the next stage, which is 
a seven-piece mobile. From this 
he goes on to make larger and 
more complicated designs, finish- 
ing with an 18-piece metal item 
which would be frightening in 
its intricacy had not the reader 
previously been taken in hand 
and led along slowly but surely. 

Mobiles made with glass, wood, 
paper, plastics . and other 
materials are then dealt with, and 
the author concludes with one 
chapter on “Finishes and Colour 
Schemes” and another on ideas 
that the reader is encouraged to 
adapt for his own use. 

It is essential that this book 
be read slowly, from the first 
page onward, without skipping 
so much as a single paragraph, 
otherwise much of the pains- 
taking instruction will be wasted. 
Every sentence in this book is to 
the point—which may be one 
reason why the complete course 
in mobile making has been com- 
pressed into 96 pages. G.HW 


tion for future experiments. The 


s and now.... 


‘ the circulation breakdown of Britain’s EXPORT journal 
a for all branches of the electrical engineering industry 


: ELECTRICAL INDUSTRIES EXPORT 


“iwete OF THe 
auo.t @Quetau 
oF CrecuLationt 


10,000 copies monthly 

25% Great Britain 

359% countries of the Commonwealth and the British Colonies 
20% all countries on the Continent of Europe 

15% Central and South America 

5% Middle and Far East and U.S.A. 


Covering the leading buyers of electrical plant, equipment, appliances and accessories, and carrying 
with it a magnificent range of free services. This journal is printed in English and Spanish. 


Specimen copy and rate card from.... 


2 Industrics 


6 Cay ish Place, 
é ; » Cavendish Place, Regent Street 


London, W.1. LAN 4204 
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SNAILS 
Sell the man at the top! 


He represents the 
world’s richest market 


Reach himin over100 countries through 
the International Editions of TIME 


Once a week, four international editions of 
TIME circulate outside the U.S.A. Printed in English they are 
read by more than 1,700,000 important people in over 100 


countries. Nine out of every ten TIME subscribers are in 
business, government and the professions. These people 
have higher-than-average incomes, their standards of living 
demand the best of the world’s products. Moreover, a large 
proportion of them are in influential positions, controlling 
the purchasing power of companies or the trade policies 
of nations. With their families and friends, TIME readers 
constitute the world’s richest market for goods and services 
of all kinds. 

You can buy advertising space in all four editions—TIME 
Atlantic, TIME Canadian, TIME Pacific and TIME Latin 
American—or in the editions that cover the areas in which 
you are most interested. Full details from: The Advertise- 
ment Director, Time International, Time & Life Building, 
New Bond Street, London, WI. 
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ATLANTIC CANADIAN LATIN AMERICAN 
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ADVERTISING CASE HISTORIES—40 


How carpet sales were 
raised in a ‘fortnight 


It is estimated that for the “Carpet Fortnight” promotion the 
Federation of British Carpet Manufacturers and the International 
Wool Secretariat spent some £30,000 between them on press 
advertising. A similar sum for press advertising was also spent 
by retailers. It is thought that it will be possible to find a basis 
for further promotions—not only in the form of special sales 
drives but for a co-operative advertising campaign operating 
on an annual basis. 


OR an initial effort the 

national campaign by the 
British Carpets Promotion 
Council, “Carpet Fortnight,” 
was an unqualified success. 
Not only were sales of carpets 
substantially raised during the 
promotion period but it is 
clear that a major step has 
been taken to make the public 
“carpet conscious.” 

The campaign, which was spon 
sored jointly by the Federation 
of British Carpet Manufacturers 
and the’ International Wool 
Secretariat, was handled by C. J. 
Lytle (Advertising) Ltd The 
fortnight) was remarkable not 
only for the impact the adver- 
tising was made to have upon 
the public, but also for the way 
in which retailers and the press 
took an interest in the promo- 
tion. Co-operation on all sides 
might well be described as being 
the keynote to success. 

Every display item, piece of 
rint and press advertisement 
eatured the slogan “Buy a carpet 
it makes a home.” 

One of the first steps was to 
call representatives of the trade 
press together. Plans for the 


. fortnight were then discussed and 


a valuable exchange of views 
took place 

Ihe travellers had then to be 
put into the picture: 1,700 
attended meetings in London, 
Kidderminster, Leeds and Glas- 
gow. To follow this up there 


were monthly travellers bulletins 
reporting latest developments. 

Trade press advertising was 
launched in papers connected 
with carpets, general store man- 
agement, advertising and display 
A personal letter was attached 
to a campaign book sent to more 
than 7,000 retailers. This letter 
was followed a few days later 
by a pack of display material 
which proved so popular that 
2,000 reprints had to be made in 
a hurry 

In addition to display material, 
a booklet How to Choose and 
Care for Carpets was ottered to 
retailers at SOO for £11, over- 
printed with the dealer's name. 
This also proved very popular 
and 70,000 copies have been dis- 
tributed in this manner. Not 
only were the large departmental 
stores interested, but the small 
man also thought it worth while 
spending a few pounds to get a 
supply. A further 14,000 copies 
of the booklet were sent out 
direct by the British Carpets 
Promotion Council as a result 
of inquiries from people who 
had seen it mentioned in the 
press advertisements. 

The response to the advertise- 
ment matrice and stereo ser- 
vice for retailers has been 
described as “terrific.” A total 
of 2,372 designs were ordered by 
retailers and newspapers. 

Another popular feature was 
the training course for salesmen: 
over 1,100 attended meetings in 


This was judged the winning entry from shops and stores not 
employing full-time or professional em staf}. From H. Ponsford 


Ltd., Sheffield, it was also judged the 


ext in the entire competition 


London, Bristol, Cardiff, Birm 
ingham, Leicester, Leeds, Man- 
chester, Glasgow and Edinburgh 
Consumer advertising was 
launched slightly ahead of the 
start of the “Fortnight.” Mainly 
11 in. triple spaces were taken 
in the national dailies and 
smaller spaces in the Sunday 
papers. In addition there were 
half pages in four colours in 
Woman's Own and Picture Post. 
The outdoor publicity cam- 
paign was planned to cover a 
period of eight wecks—to lead 
into the period and to act as a 
reminder when the promoiion 
was over. Twe thousand roof 
cards were placed on the London 
underground and 800 bus front 
posters were used in the London 
area. Over 100 48-sheet posters 
were displayed in the big cities 
throughout the country 


One thing that got the public 
especially talking was a com- 
petition run by “Picture Post.” 
Competitors had to select the 
shades of carpet they would 
choose for various rooms. On 
the basis of past competitions 
run in this magazine it had 
been estimated that there 
would be some 20,000 entries. 
In actual fact about 30,000 
people entered. In advance the 
publishers distributed over 
5,000 showcards to stockists 
giving competition details. 
They were overwhelmed with 
calls from retailers wanting to 
install special displays. 
Carpet Review organised a 

window display competition for 
the trade and for this there were 
well over 250 entries. In addi- 
tion 200 newspapers throughout 
the country published composite 
features on carpets—mainly in 
the form of two or four page 
supplements although one paper 
had an eight-page feature, 
Retailers advertised heavily 
themselves and were eager to 
support the composite features 
It is estimated that retailer ad- 
vertisements amounted up to 
some 30,000 column inches 
The Council values highly the 
effect of a 10-minute spot that 
was obtained on the B.B.C. 
TV programme “Leisure and 
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4 considerable merchandising 

eflort was made at the Harrow 

hranch of the Grange Furnishing 
Stores 


Pleasure.” Twelve carpets were 
shown, direct reference was made 
to “Carpet Fortnight” and 
viewers were told to go to their 
retailers for advice. 

In effect this was a “two-way” 
campaign. Not only was publicity 
material despatched but the Pro- 
motion Council also realised the 
importance of establishing a 
system to get the results and re- 
tailer- reaction quickly and with 
reasonable accuracy. 

lravellers were supplied with 
—_ forms which they were 
asked to complete and return 
These reports contained brickbats 
as well as bouquets—-just what 
the organisers wanted because 
they were after a fair gauge of 
feeling in the trade about the 
promotion. They believe they 
have got it but, as a further step, 
discussion meetings have been 
lately held in London, Glasgow, 
Kidderminster and Leeds. 

The Council were also anxious 
to hear direct from the retailer 

(Continued on page 472) 


Apart from special sales drives in 

stores the British Carpets Promo- 

tion Council envisage a_ big 
annual advertising campaign. 
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are the largest 
makers of neon 
Signs in the U.K. 


4. MAINTENANCE 


The CLAUDGEN maintenance service is nation 
wide. Not only do sub-factories exist at 

three strategically located centres, but in every town 
of consequence in the country depots have been 
set up to serve as headquarters for CLAUDGEN 
maintenance engineers. A large staff of such 


engineers—skilled and experienced men—is based 


on these depots, which house the ladders, 
cradles and other gear they require and serve 


as centres for the extensive fleet of 


maintenance vehicles 
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An efficient and prompt service is thus nationally 
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available to CLAUDGEN customer: 


CLAUDGEN makes light work for you 


CLAUDE-GENERAL NEON LIGHTS LTD., Pitman House, Parker St., London, W.C 2 CHA 6711 A Subsidiary of The General Electric Co. Ltd, 


1 
. = , 7 oat : 7 7 
Wi CLAUDCEN x 
) VY , CSN SIGNS tt ; 
ae 
: ——————EE F 
kl data tay 
<a li ae 
a Foy it , 
‘ e ‘ ; 
Ninh a a id 
a ——= 
r*, : hee % 
|i) 1 Rig ' {> \ a 
SA ~ es a 
(Bats me , 
OO —CSC‘C;‘éCis 


ee 


au o> 
en Ane 


te er 


bapitir una: me ee 


a 


ore 


eS ee 
See ae 


ADVERTISER’S WEEKLY 470 NOvEMBER 26, 1983 


RESEARCH PROVES * 


principal 


farmers read 
SPOR T and 


COUNTRY 


* SPORT & COUNTRY “ States the Facts"—available to advertisers and their agents 
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SPORT & COUNTRY readers have homes a. well as farms; buy 
household equipment as well as farm machinery; cai be induced to buy 
branded merchandise like anybody else and they spend a lot of money on 
personal requisites—clothes and toiletries, wines and spirits and tobacco and, 


of course, motor cars and accessories. Like all Illustrated Newspapers’ 


readers they enjoy the highest standard of living; this has been confirmed 


by shrewd advertisers who use ILLUSTRATED NEWSPAPERS for 
| cumulative results from the top income group, and to sustain quality 
endorsement; so often of vital importance when campaigning in the mass 
market. Communications should be addressed to The Advertisement Director, 


Illustrated Newspapers Limited, Ingram House, 195-198 Strand, London, W.C.2. 


The ILLUSTRATED LONDON NEWS <- The TATLER 
The SPHERE + The SKETCH + SPORT & COUNTRY 


~- oa. a ee ee ee nae : 
NOVEMBER 26, 1953 471 ee 
i | 
, i - x Z * vee 
> oe r A i q 
~~ ‘ “gh a : Seer se , a : Pa 3 saan: aa a 4 . % 
a ay : | a4 bates Setman 4 , " BH ct hs, : 
, * t W ; 5 i % A | ¢ a 
a! ‘ “a fF , : . j 
4 3 wif _ ‘ ol i. er wh “Se 5 i y tie a 
= ee - ‘ s 7 : | bet , : A oe : “whe Sis 1 aD -* ae ‘s fa 
: ‘sal influence in every market — 
- a zie Ee “ 3 ee esa a . Bt a 4 a. - a ae -e a ay = - : 


ie 


ADVERTISER'S WEEKLY 


THREE TYPES 


METCRAFT: Real metal, 
heavily embossed. Bronze, 
copper, aluminium or col- 
oured. Stick-on or tie-on. 


* 
CAMEO: Brilliant jewel- 
like paper seals, embossed 
in splendid colour. Your 
requirements for size and 
design can usually be met. 

* 
FILIMET: Fine cut-out 
seals in thin sheet metal. 
Ideal for names and trade 
marks. Can be moulded 
into plastics, 


Samples and prices gladly 
sent on request. 


IT WILL PAY YOU TO LET US QUOTE 
FOR LETTER PRESS AND OFFSET-LITHO 


Booklets e Leaflets e Can labels e Box tops 
Fancy cartons e Showcards e Calendars etc. 


A HUNDRED OR TEN MILLION 


Printers’ estimates vary 
greatly, even for the same 
specification, largely because 
estimates allow varying 
amounts for “* contingencies ” 
—wasted time, wasted 
materials, plant running 
uneconomically. 

We have good Midlands 
craftsmen, more than an acre 
of fine plant and four 
working directors to see 
neither time nor materials are 
frittered away. That’s why 


we can quote a keen price 


and still maintain our quality, 


noted for 59 years. 


We are particularly well-equipped for long 
runs and repetition work. 


SAAAAASASE AANA 


a 


Walsall 
Lithographic 
Co. Ltd 


MIDLAND ROAD 
WALSALL 
WALSALL 3121 


29 LUDGATE HILL + LONDON - EC4: CITY 7357 
5S MARKET STREET * MANCHESTER 3- BLACKFRIARS 4874 
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This entry from Hopewells Lid., Nottingham, won first prize in the 


group for shops and stores 


employing 


full-time or professional 


display staff 


lo this end §,000 questionnaires 
were sent to dealers throughout 


| the country 


Returns have indicated that 
67 per cent felt that “Carpet 
Fortnight” was a success. Some 
57 per cent reported increased 
sales, and 64 per cent had re- 
ceived inquiries for future sales 


From all this information, 
the British Carpets Promotion 
Council feel that they will be 
able to find a basis for further 
promotions—not only in the 
form of special sales drives but 
for a co-operative advertising 
campaign operating on an 
annual basis. 


Mobiles aid shoe sales 


HEN Edward Holmes 


Ltd., of Norwich, re- 
quired a display unit for one 
of their northern retailers it 
was decided to use the com- 
paratively new medium of 
mobiles. 

The problem was to construct 
a display unit which could 
reasonably be accommodated in 
any type of window, or, which 
could used as a floor display. 
The actual mobile unit was de- 
signed round the geometrical 
shape which has been adopted by 
Edward Holmes Ltd. as a feature 
in all their publicity, the larger 
shape being approximately 30 
inches long. 

From this shape was suspended 
one smaller (15 inches long) 
carrying on one side an applied 
feather and on the reverse a mesh 
hand covered by a nylon glove. 


|} On this lower shape was sus- 
| pended a shoe from the range. 


Below the mobile a four-sided 


| display cabinet was constructed, 


turned by a table with a constant 
revolving direction. 
The principle of the display 


, was to emphasise the wide scope 


of the “Seeba” range. The activa- 
tion of the mobile was obtained 
by the use of a concealed fan, 
and spot-lighting was used to 
good effect day and night. 

a from the north, where 
the display is in position, have 
been very favourable and the 
attention value has been out- 
standing. As the mobile is sus 
pended by an invisible nylon 
thread, it has the effect of being 
suspended in mid-air and the in. 
constant direction of revolving 
makes this display a most 
effective “stopper” to passers-by. 

Local press advertising was tied 
in with the theme of the display 
featuring the geometrical shapes. 
It is believed that this is the first 
time that any shoe company have 
used mobiles either in this size 
or as a window display unit. 

A second variation in the dis- 
play has been produced with the 
lower mobile unit offset from a 
wing of the larger unit. 

The displays were designed and 
executed by Willsmore and 
Tibbenham (Norwich) Ltd., ad- 
vertising agents to Edward 
Holmes Ltd. 
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A unique 


advertising medium 


for 


NEWSPAPER PROPRIETORS 
AND PUBLISHERS 


Now that the ban has been released on distribution of leaflets by publishers, 
any newspaper can circularise all householders within its potential circulation 
area. Circular Distributors Ltd. offer a unique service jor distribution of 
circulars to households in urban and suburban districts throughout the country. 
They can cover the entire country (11,000,000 homes exclusive of rural areas) 
in 43 weeks. If you wish to circularise at low cost over the entire country, 
or in any particular area, write for booklet giving full details of our service. 


CIRCULAR DISTRIBUTORS LTD. 


21 LEIGH STREET, LIVERPOOL : TELEPHONE ROYAL 8861 
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of 
Busines _ 


Ontario 


ONDON CALLING | 


ne" | 

| eriod ic° | 

Business Fmple way | 
~<* gel\ tO aaa 


London, Ontario, is only one of many prosperous cities 
across the three thousand miles of Canada. In every 
city there are groups of business men of initiative, in 
manufacturing, industry, finance or retailing who are 
looking for new types of goods, equipment or services. 


How can you give them your message at minimum 
cost? Distance defeats the idea of personal representa- 
tion. Too costly, too slow... 


Canadian business periocical advertising is the effec- 
tive answer. You can buy advertising space economic- 
ally to reach exactly the group of business men you 
want. A letter by airmail to this Association will bring 
you an answer in only a few days. Tell us the branch 
of business, industry, or retailing in which you are 
interested, and we will send you immediately sample 
copies of the business publications ap- 
plicable, together with advertising rates 
and audits of exact circulations. 


The 102 member periodicals of the 
Business Newspapers Association will 
be happy to help you increase your 
sales in Canada. 


BUSINESS NEWSPAPERS ASSOCIATION 


OF CANADA 


The emblem 
that identifies 
business papers 
of character 


TORONTO | 


137 WELLINGTON STREET WEST, 


NEWS 
FLASHES 


FROM WORLD 
MARKETS 


NOVEMBER 26, 1953 


Industrial fair 
will show 


big progress in Pakistan 


RGANISED by private en- 

terprise under the auspices of 
the Pakistan Government and 
under the direct patronage of the 
Government of East Bengal, the 
Second Pakistan Industrial Pro- 
gress Fair will be held at Dacca 
from December 25 to February 9, 
1954. 

The Fair will present a com- 
prehensive picture of the progress 
achieved in Pakistan in the 
spheres of industry, agriculture, 
power and transport, health and 
education, the arts and sciences, 
crafts, etc. It will also contain 
a special section devoted to the 
display of cottage and small-scale 
industry products in which the 
countries of South Asia, the 
Middle and Far East, Europe, 


| the members of the Common- 


wealth and the United States 
have been invited to participate. 
There will also be a ilm 
Festival. 


South Africa 


Titled Cutting Office Costs in 
Industry, SA Publishers Ltd. 
have produced a comprehensive 
service guide to the office equip- 
ment industry as a supplement to 
the October issue of SA Industry 
& Trade. 

Comprising 64 pages the sup- 
plement combines a series of 
authoritative articles on the basic 
principles of scientific office 
management with a complete re- 


| portage of the office equipment 


and systems currently available 
to the South African market from 
or through some 55 advertisers, 
many of whom used colour to 
enhance the punch of their ad- 
vertisements. 

A feature of the supplement 
was the extent to which South 
African manufacturers are to-day 
providing office equipment and 
sundries. 

British advertisers were very 
strongly represented, indicating 
that South Africa is still a major 
market for the rapidly expanding 


office equipment industry of 
Britain. 
Canada 


The only Canadian national 
magazine, Weekend, has added 
another member newspaper to its 
list. Circulation of the magazine 
is 1,050,000; and it is unique in 
that it is distributed as a supple- 
ment to newspapers all over 
Canada. The latest and 2\st 
newspaper added to this list is the 
Ottawa Citizen, a Southam paper. 

This new arrangement, which 
will start on January 16, will lift 
the circulation of Weekend by 
more than 45,000 in Ottawa. The 
Ottawa Citizen recently dropped 
the morning edition. 


Uganda 


A new daily newspaper in 
English is to be founded in 
January next by Patwa Publica- 
tions, publishers of the Nairobi 
Citizen and East African Star. 
Production standards will con- 
form with these two papers and 
each issue will carry illustrations 
in half-tone and line. It will be 
published in Kampala, the com- 
mercial capital of Uganda, and 
will be printed in the mornings 
from Monday to Saturday, with 
the Friday edition as a weekly, 
circulating in the remoter parts 
of Uganda. 

No title has yet been registered 
for the new paper—provisionally 
Uganda Express, subject to con- 
firmation. 

So much local interest has 
been roused that certain special 
positions, including ear pieces 
and a number of front page 
solus, have already been reserved 
throughout 1954. 

As this will be the first English 
daily newspaper to be published 
in Uganda, many local firms 
have decided to advertise their 
activities in the first issue of 32 
pages with full page advertise- 
ments costing £50 each. 


 ) 
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ae 


A comprehensive 
picture of Pakistan 
industrial advance 
will be seen at the 
Second Industrial 
Progress Fair to be 
held in Dacca next 
month. Photograph 
shows gunny cloth 
weaving machines 
in East Bengal. 
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| THE THINGS WE DO 


a ! = ~ 
> 5 


We believe that two of the main functions of an 
Exhibition Stand are to attract buyers and to make 
sure they know whose stand they’re on! Trite, 
maybe — but too often forgotten. Picking up the 
trumpet, we propose to blow it loud enough on 
this occasion to proclaim our belief that the 
Hercules Stand dominated this year’s Cycle Show. 
The picture tells the story. The buyers just 
couldn’t pass by! 

But there’s more to it than that. Before the 
war the Cycle Show was often called the dull show. 
When Hercules and ourselves got together over 
the first post-war show we decided to give the 
product a chance. The old formula of “ rows and 
rows of bicycles” was thrown over. Each model 


“They shall not pass!” 
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> 


had to be high-lighted to show trends and 
changes in desivns and colours. 

At every Cycle Show since then, this technique 
has been copied. Of recent years we have developed 
further technica! tricks that have allowed for a very 
open “come-and-see-us” type of stand with light 
and airy construction, yet strong enough to support 
a top-mass giving an absolutely dominating 
influence to the exhibitor’s name. This technique 
has, we are glad to say, also been copied. 

Because... so long as we're copied, we're happy 
... happy to be able to say that if you, too, want 
leadership in siles-making Exhibition Stands and 
Point-of-Purchse Advertising, you have only to 
ring Euston ‘ ‘51. 


Leon Goodman Displays ..... 


HOUSE OF IDEAS + 119-128 WHITFIELD STREET + LO i/DON, W.1 + EUSTON 5381 
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Improved prospect for 


cellulose film supplies 


Increased production and the dwindling need to export cellulose 

film directly are factors working to make a greater supply avail- 

able to British industry which is now using twice the pre-war 
amount. 


MANY users of transparent 
cellulose film have had 
difficulty this year in obtaining 
their full requirements, and 
when they could order film, 
have often had to wait a long 
time for it. As a result, there 
has been criticism of film 
manufacturers; but a study of 
the present situation shows that 
it is unreasonable to blame 
only those whose chief aim is 
to sell as much film as quickly 
as possible. The frustration is 
not all on one side. 

From one point of view, the 
present difficulties can be re- 
garded as a reaction from the 
recession which affected industry 
generally during 1952. In the 
first quarter of 1952, deliveries 
of cellulose film to all markets 
totalled 5,700 tons—the highest 


quarterly rate ever recorded. In 
the second quarter, deliveries had 
dropped to 3,900 tons, 
2,900 tons. 


and in 


the third to This 


represented a reduction of 49 per 
cent within six months. 

There were several reasons for 
this sudden change, including the 
fact that many users allowed 
their stocks of film to drop 
dangerously low, in the mistaken 
belief that the price would fall. 
Analogies were drawn between 
the cellulose film and paper in- 
dustries, and it was assumed that 
since both used wood pulp, the 
prices of their respective end- 


products would reflect the 
changes in price of that raw 
material. 

In fact, the two industries are 


not easily comparable and apart 
from a difference in the type 
used, the wood pulp element in 
the cost of cellulose film is very 
much smaller than in that of 
paper. 

With sales almost halved, the 
film manufacturers reacted in 
two ways; in the first place they 
were forced to cut output; but 
at the same time they began to 
look for new customers to move 
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at least some of the film not 
taken up by existing users in 
the U.K. or made available by 
the loss of export trade. Para- 
doxically, at a time of appar- 
ently diminishing demand, the 
number of firms willing to start 
using film for the first time or 
to start using it again, was cCon- 
siderable and led to some im- 
portant packaging developments. 

In the event, the downward 
trend of film sales was soon re- 
versed; already, during the last 
quarter of 1952, sales were 
greater than in the previous 
period and this recovery has 


since been maintained — with 
sales in the first half of 1953 
running at a record level. Sup- 


plies to the home market are 
greater than ever before—in the 
first half of this year U.K. cus- 
tomers received 7,400 tons, com- 
pared with 6,408 during the 
same period in 1952 and 5,500 
tons in 1951. 


Big increase planned 


The industry is now attempt- 
ing to satisfy the back-log of 
orders for re-stocking which has 
accompanied the general recovery 
of business. 

Present plans envisage a pro- 
duction increase of about 25 per 
cent in two years. Moreover, the 
present trend for a greater pro- 
portion of sales to go to U.K. 
users is likely to continue as the 
manufacture of film increases in 
other countries. 
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These two factors—increased 
production and the diminishing 
need to export film directly, will 
help towards solving the in- 
dustry’s chief problem. It is not 
a new problem. There is a large 
and growing demand for trans- 
parent cellulose film. 

There can, however, be no 
quick solution to this problem 
of over-all shortage, particularly 
since the basic production unit 
(the casting machine on which 
cellulose viscose is regenerated to 
form a continuous: film) is very 
large, very costly and takes up 
to two years to install. 


Consumption doubled 


The consumption of film in 
this country is now more than 
double what it was in 1939: but 
in a country where the packag- 
ing of many products is not fully 
developed, this is only a frac- 
tion of what will eventually be 
needed. It is reasonable for cus- 
tomers to ask for continuity of 
supplies, a happy condition 
which film manufacturers have 
often found it hard to satisfy. 

There are, however, times 
when a manufacturer supplying 
many different industries with 
essential material can also expect 
some continuity of demand 
even at a reduced rate. Without 
such continuity, the manufac- 
turer of cellulose film can 
neither plan his production with 
confidence nor Ris distribution 
with fairness. 


\\ 


Silk Screen Printing Section and various other 
prizes at the Screen Process Exhibition. 
in question was the screenprinted display set for 
Clark’s Country Club Shoes illustrated here. 


DISPLAY CRAFT 


LIMITED 


LONDON, 
BRIxton 7871/4 


88 ACRE LANE, 


mA 


We are proud to announce we have been successful 
in winning the major award in Class VI of the 


The work 


S.W.2 


ize 
TRELEAVEN CUP 
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‘Ac\vertisers 
can no longer 
afford to 
dabble in 
Screen 
Advertising’ 


‘—essential to every national or provincial schedule’ 


— says Mr. Robert Caplin, F..p.a., Managing Director of R. S. Caplin Ltd. 


“Over the last few years screen advertising has grown from a vigorous but rather youthful 
; medium to the mature selling force of today. A great change has taken place in the creative 
and ethical standards of the industry, but not every advertiser has woken up to the tre- 
mendous selling power of the cinema screen: not every advertiser has yet realised that 
screen advertising can never again be regarded as something that ‘it’s fun to dabble in’, 
a mere auxiliary to older media. 
“Creative and ethical standards in this medium since the war have been raised beyond 
recognition—to the benefit of the advertiser, the agent and the cinema audience. As is 
so often the case, this progress is almost entirely due to the efforts of a few able and im- 
aginative people. They have proved that films or filmlets can out-punch local media on a 
national or provincial basis. And, additionally, they have shown in my experience, how 
screen advertising can be used as a powerful stimulus in certain weak sales areas through- 
out the country—with a merchandising plan to tie in with individual retailers and special 
sales drives. The results have been highly successful.” 


ppg “2 PEARL & DEAN LTD 
“We are pleased that the attitude of Advertisers and Advertising 


Agencies towards Screen Advertising has undergone this important 
change. Today it is no longer a question of putting the odd few 


thousand pounds at the end of an appropriation into Screen Advert- 33 Dover Street, London wi 
ising. The question is: which medium does the best job for the product 

within the total appropriation? The tremendous selling power of 

Sereen Advertising has been tested and proved, and British cinemas MAYfair 7494 


have recently been the spear-head of many important advertising 
campaigns.” 
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‘ FIGURES NO ADVERTISING 
MAN CAN AFFORD TO IGNORE 


Lovely Ann Hanshp, Launder-Gilhat starlet, danced her The front page of ‘Weekend Mail’ in November, 1952 was Warner Bros.’ fascinating disco 
brightened the front page of ‘Wee 


way on to the front page of ‘Weekend Mail’ in May, 1952. distinguished by the graceful figure of Elaine Gilda. 1953. By this month another quar 
had decided that a regular order fe 


In that month the circulation of the paper was a modest Demand for this brilliant weekly in that month rose to a resolution worth keeping. Net 


60,000 730,000 
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Every figure tells a story in the short but brilliant 
history of the ‘ Weekend Mail’ From 60,000 to 1,750,000 
in 17 meteoric months. That is the record. 

Who are these new readers the ‘ Weekend Mail’ counts 
in millions ? Young, eager, forward-looking people. The 
fathers and mothers of the future—with money to spend now. 

In recording the fact that its net sale has grown to over 
25 times its size in June, 1952 the ‘ Weekend Mail’ makes 
no apology for announcing that as from the issue of 
we January 9th, 1954 its rate will be increased from £8 to 
£10 per single column inch. 

Enquiries to Advertisement Manager, Weekend Mail, Northcliffe 
House, E.C.A. (Published by Associated Newspapers Ltd.) 
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WEEKEND 
gore 


ery, Virginia Gibson Again from Warner Bros.’ sparkling selection of talent Recent addit o the portrait gallery of Lovelies featured on 
kend Mail’ in January, 


] came Donna Reed to grace the cover of ‘Weekend Mail’ in Weekend Mail ‘ront page was fascinating Josephine Mills. She 
ter of a million readers May, 1953. From one million, the net sale of ‘Weekend delighted the ey of an additional 250,000 readers, bringing the net 
wr ‘Weekend Mail’ was = ale of this spar) (ng newspaper to 

sales Mail’ had now risen to sale pe p 


1,500,000 1,750,000 


S| iipenagnenenere scar — ER . : s 7 ~ 
ee 
H 
| | 
—_— + «7 i 
i 
| e. 7 ae 
—e a 
. ow & 
ae as ‘ a 
~ @ a st a ~-. é : 
ons s q q 
4 mae -_ ¥ -- : # ; 
* > j 5 é tar-@ . 
ae _ none : 
q } : ee. i ee 
\ : at ee 
’ . =) _ Es 
\ ; 7 ; a ,; & 
é* ‘ . aon “ 7 a . 
; ’ “ty ae. ghana | 
7 . : " 
* ( . - ‘“ “7 8 y ;, ? 
: " : E * v 
| y ; t F i , . " 
Pde a ie 
Pi ie BF } —_— e a ns . iM 
Stn ime : b+ (GG 22 — 
SY ed De eas fi Yk a a Aw | 
y eo ee | e] % a (C r : , 4 - eS : 
+e ape \ ‘ a | ao ha oF v a 2% ' Bic / <. a 
Ya" , a ry f c r a 
: 1) > a >. Stee Pt a ge? =. a 
ef & zB , . ‘ ae ao ms * ’ ra F F ghee 4 * an | 
oe | a ae | Ba ae gl 
; $5, r be | i Bits = il x" Sy a i ’ : i x Pit” é 
7 eae " Sas y/ \ $ , ae 
! ey RO t ~ ail | * i 
Ibe bee | aera Ts 
4 a _ re. 
ie - f R a ' ne , Ries, 
| = ‘ ‘ : eg - a 
wy 4 2 e * : PR "3 af fe re oe be 
$ a ‘ ‘ eh k m. 7 
; : } ¥ | eee en | | 
+ " : a" : ¢ . 
TK | . get? ia | 
‘A 4 ae 3 b 4 & i 4 on we 
, Be is er et te Mi 
: a wet - | 
¢ ; . Fs = ‘ ; 
oe ne 4 es 
COS - 
Wee ag 
juar 
or he 4 
Net 


ADVERTISER'S WEEKLY 480 NoveMBER 26, 1953 


issssssssssses t + geeisigssssessessssssss 
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World’s Second Largest Evening Net Sale 


1,117 


COPIES DAILY 


IN GREATER LONDON 
AND THE 
HOME COUNTIES 


at 

the lowest rate per inc 
per thousand of any 

London Evening Paper 


ROY CLARK, Advertisement 


Director + Bouverie Street, E.C.4 + ‘Phone: CENtral 5000 


% EN TREE IO OG AL EIU EOE EE EE I LLL EE 
: PEEEESESUGGUGEEEEEienssazictstasaeeseaaceecegeeeeeeeeeregEEEEeSEEceceeceeaeeaeEeatittesnagieteesttazzt 
oF EEE tH SHEERS EERE HERES EE EE 
HH : eeueeeeseercestrret aHHHEE eg 2 W sesees | Miumeoomi Sessestesees 
sesatest sessesesssss BS: ieessisessess 
ieEEEEHHt: ge # ae Stet ttete vith HEY HEH ~Segsesssssess 
13355333 ) $3sssssss. . H sessssss * ssees ‘ seesseessses: 
} teeeee. +H gees wes . ttttittt ‘ " sesesss 
ae a iiitt HE HEE i ES Suate 
| Hania | HR Ete: ae Ae Bette 
ne oe oe oe t Bence! Pecan 
33383383: itt a sessssssssssieessseecessssessssrecenecsessessesessess Hi 
ieagessegase SEsshesgegistes: Hit SEELeHace eatteeL Riise asaareeeeeaRRE IEE RESETS SE Tee 
EAs Re eR 
si 
E 
- i \ 
I 
I ATL LITLE TEE OI RS EET RR A PRRANIRESH aeme 
Se - a Tse gees AY 
ne : ; _— ee oe age aa 
— a» a is ve oe te a: a df > 7 sae z - 4) ae ie. § > =. 5 ri mi 
i = é. 7 ge es eG Ghee a “ere eee ai. 
ESS. 


NOVEMBER 26, 1953 


Greater London Survey 


Where London’s millions do their 
shopping and eating out 


HE Census of Distribution* 

now provides more details 
to help a broad statistical study 
of the peculiarities of trade 
within London's built-up area 
and “dormitories,” which any 
observer realises make Lon- 
don’s central shopping area 
unique. 

It gives figures of the number 
of shops (broadly speaking) and 
the amount spent in the retail, 
catering and service trades (al- 
though public house trade is not 
included) for each borough or 
district within the official “conur- 
bation” (except for Elstree whose 
main data can only be derived 
after a tedious process of infer- 
ence and adding machine work). 
It is not to be expected that the 
data provides evidence of local 
residents’ purchasing power, 
when so many live in one area, 
work and shop in another and 
where so much trade accrues 
from non-residents, tourists, or 
others from the Home Counties 
or, indeed, much further afield, 
especially in the case of depart- 
mental stores, luxury trades, and 
car specialists. 

But it does show where the 
shops are and where the money 
is spent, and this in itself is most 
valuable from a_ distributor's 
angle, although he has always to 
have one eye on how best to 
approach those people who go 
into the shops there (for example, 
an advertisement in Brighton 
may lead to a sale in Cheapside 
or Oxford Street). 

The special character of shop- 
ping in each district can really 
only be deduced by close 
observation of the locality. But 
one can get some way by figure 
means, and certainly build up a 
broad perspective. 

Generally speaking for most 
normal trade, if sales are high, 
“migrating” or “central market” 
shopping is occurring; if sales are 
low, people are going elsewhere 
to shop, perhaps at work. As 
always, allowance has to be made 
for differences in local residents’ 
purchasing power which still 
elude us quantitatively, Asa result 
of full employment and spread 
of income, these differences are 


* Vol. | of Final Report, Area Table 
Retail and Service Trades. 


A census study of Greater London by JOHN MASON, 
statistical economist, J. Walter Thompson Co., Ltd. 


not so big as before the war. A 
careful study of sales per shop 
related to the number of resi- 
dents per shop helps a little, but 
only very little, here. 

The average size of shop sales 
is more useful in other ways; for 
the bigger the individual turn- 
overs, the better the chances for 
display, and product stocking and 
so on, the bigger and more im- 


HERTS 


BUCKS 


This chart indicates by shading the intensity of aver 
and service trades (excluding public hous: 


pee the shopping centres to 
elp trade and specialists gener- 
ally; and possibly a chance also 
exists for competitive expansion 
of new shops. Where the sales 
per shop is low it is safe to con- 
clude generally that the district 
may have too many shops rela- 
tive to existing population. They 
are noticeably the areas where 


population wasexceptionally dense 
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in the late nineteenth century, 
or poorer class housing areas (see 
chart). In other areas, in Surrey, 
round Croydon or West Kent or 
West Middlesex, either shop 
building has been retarded rela- 
tive to expansions in population 
or else more modern shopping 
conditions restrict possibilities so 
that sales per shop and residents 
per shop both appear high 
Broadly, the Central Boroughs, 
Kingston, Finchley, Wood Green, 
Hendon, Croydon, Ilford, Brom- 
ley, Woolwich, Wimbledon, 
Staines, Southgate serve as focal 
points for what we call “central 
market” shopping, while Sutton 
and Cheam show remarkable 
local figures. Those on the fringe 
draw considerably from areas 
outside the conurbation itself. 

Generalisations are impossible 
and the global figures conceal 
differences in the nature of trade. 
They do serve, however, to show 
the “drill” for similar studies 
on different types of outlet. 

The summary table by county 
(1--page 482), shows how the 
City and West End are doing 30 
per cent of the trade and how 
evenly sales are elsewhere. 
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How the £147 per head (of 
residents, of course) spent in the 
conurbation’s shops was divided 
between the different types of 


Lewisham 
Borough 
NewS srrus * 


LEWISHAM 
BOROUGH NEWS 
Tuesdays, 3d. 

* 
LEWISHAM 
JOURNAL 
Fridays, 3d. 

* 
SYDENHAM, FOREST 
HILL AND PENGE 
GAZETTE 
Fridays, 34d. 

* 

Give complete cover of the 


Borough of Lewisham 
TWICE A WEEK 


* 
LOAMPIT VALE 


LEWISHAM, S.E.13 
TiDeway 1436 and 1808 


shops is shown in table 2. This 
is not to be confused with 
amounts spent on the ay 
groups a dealt in by eac 
shop-type; e grocery grou 
sales will, for example, include 
considerable off- licence, bakery 


Table 2—How London People 
Shopped in 1950 


Type of Shop £ per head 
“Grocery group” we we 19-5 
Other fe a - 244 
Contectionery, weed and 

newspapers .. 1 
Clothing 2 


Hardware and electrical 

Books and stationery . 

Chemists and photo 

Furniture 

Jewellery, leather, sports and 
toys . 

Department stores . 

Variety and other genera al 

Coal, corn, builders’ merchants 

Other non-food retailers ‘ 


—wenn senRusS 
euccuv ovens 


| 


KA aevea! a! wY 


“Total (retail) 

Catering 
Hairdressing 
Funerals, portrait photo 
Repairers (boot, watch, etc.) . 
Motor, motor-cycle and cycle 

accessories .. ae 
Garages and repairs 


— 
nN 
N 


| 


Sa wHRSS 


Total (service) -_ ee 23-9 
” Grand Total o* aa 146-6 


and meat trade, while some of 
the bakery and grocery trade is 
included in the cafés and snack 
bars (in the catering group) or 
the dairy group (in “other food”). 
Until and unless data is published 
by commodity group we can get 
no further. 

Getting down to detailed study 
of each area is also no simple 
matter. We can see that there 
are no specialist fried fish shops 
in the City of London, yet this 


KENTISH ‘TIMES t 


The old established local papers for 

BROMLEY « SIDCUP - CHISLEHURST 

ORPINGTON - ELTHAM - DARTFORD 
BEXLEYHEATH - ERITH 


Average weekly Net Sales ABC 


81,825 


per 
s/c inch 


trade 
flat rate 


Rate card and specimen copies on request from 


Head Office: 
Times Buildings 


Sidcup 
Tel. FOOtscray 1155 (4 lines) 


KENT'S BEST 


london Office: 
Bank Chambers 
329 High Holborn, W.C.1 
Tel. HOLborn 2730 
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Table 1—County Shopping Patterns 


(con's) -~ Eecidents par. 
's s e Ss per 
im toon (£000’s) 4 
City oa 49 28:1 1-7 16-1 Q (5,760) 
West Bad end Contre. oe Till 316-7 143 22:2 445 
Rest of London Boroughs - 2,673-7 320-5 36°73 8-8 74 120 
London A.C. .. 3,389-6 665-3 52:3 12-7 65 196 
Middlesex 2,387-4 264-0 249 10-6 92 115 
Surrey® 1,078:5 136-0 12:2 11-2 89 126 
Essex® . 1,073- 114-2 116 9-8 92 106 
Kent* 472-1 456 44 10-4 108 97 
Herts.* ina 116-7 10:2 1-1 83 105 79 
Rest of Greater London 5,027-8 569-9 54:1 10-5 93 113 
Greater London Total 8,417-4 1,235:2 106-5 11-6 79 147 


* In Greater London Conurbation. 


+ “Establishments” since some are market stalls, others kiosks, hotels, canteens, pedlars 


etc. 
t Of resident population. 


is unfortunately about the only 
significant figure directly deriv- 
able for this area. 

Retail trade shop paiterns do 
not conform to statistical treat- 
ment, but to aggravate matters 
unnecessarily the “security ban” 
on individual disclosure makes 
for incompleteness. No details 
are given regarding six “shops” 
in the City of London who do 
some £406,000 of business be- 
tween them and who, it may be 
inferred, are in the vague “gen- 
eral group” (this covers depart- 
ment stores—and their restaurants 
—variety stores, large mixed 
stores, mail order and credit 
traders if any), and/or in the 
“coal, corn and builders’ mer- 
chant group.” These facts have to 
be tediously deduced, by sub- 
tracting what is given, from totals 
for the City. The exercise is 
in fact a “Battle of the Ga 

No details are given for the 
motor-trades and garages in the 
City, but again we find some 
52 establishments doing some 
£616,000 trade in this group, plus 
the miscellaneous funeral, por- 
trait photo, boot, watch and 
other repair groups lumped to- 
gether. In this slow way we 
can set upper and lower limits to 
the extent of the big “general 
group” and the “motor and 
garage” group by broad areas. 

It is hoped the above warning 
will discourage inexpert (and ex- 
pert!) misquotation from the 


valuable tables without due re- 


gard to definitions, gaps, etc., and 
careful analysis of the exact 
problem to be answered. Guess- 
timation in fact is still inevitable. 

The recorded data for the 
“general grou Fad areas is pre- 
sented in table 3 

Thus we have a detective prob- 
lem in linking up £68,124 in 181 
shops hidden somewhere among 
the gaps. 

No helping sub-totals are given 
by trade groups for the London 
Administrative County (the 
Metropolitan Boroughs), or for 
the separate parts of the Home 
Counties in the conurbation. No 
grouping together of data for the 
seven central shopping boroughs 
has been attempted. Yet this 
would be more valuable surely 
than recording the fact that there 
are no specialised fishmongers in 
Bedwellty! 


The fact that one side of Ox- 
ford Street is in St. Marylebone 
and the other in Westminster 
means that we cannot (and would 
not wish to) use the data for each 
area. We cannot, anyway, get at 


Table 3—Data for 
**General Group’’* 


Sales Number 
(£000's) of shops 


West EndandCentret .. 38,485 31 
Rest of London a 22,380 78 


Middlesext 2,492 16 
Surreyt .. sé .. 4680 12 
Essex? ... - = mee | 


Total available by area £73,592 164 
Total recorded for t 
conurbation £141,716 345 


* Departmental stores, variety and other 
general stores, mail order houses, etc. 

+ No data for City of London; nor for 
Kent or Herts in the conurbation. 


¢ In Greater London Conurbation. 


the real shopping areas within 
the seven boroughs (which we 
call the “West End and Centre” 
-Kensington, Westminster, Chel- 
sea, St. Marylebone, St. Pancras, 
Paddington and Holborn). 
Returning to the problem of 
locating the missing “general 


Table 3a — ‘‘Guesstimate”’ of 
**General Group”’ 
Distribution by Area 


As % of 
District Sales total trade 
in area 
City of London -. (0-4) (1-5) 
West End and Centre... 71 22 
Rest of London 
Boroughs .. ee 10 
London Administrative 
County a .. 103 16 
Middlesex il 45 
Surrey® .. 17t 12-5t 
Essex* 7 65 
Kent® 3 70 
Herts.* - oe — 
Rest of Greater London 38 7 


Greater London total .. £141m 11:5 


*In Greater London. 


t Some £10m of this is concentrated in 
Kingston and Croydon with big “ hinter- 
lands " outside the conurbation. 


group” figures, we find eventu- 
ally the residual figures, in the 
unspecified groups containing 
those we are really after, are 
£72,056 in some 1,475 shops. 
Thus about £4,000 in 1,294 
smallish shops and special trades 
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THE 


KENSINGTON 
NEWS 


AND 
West London Times 


- FRIDAY (Price 34.) - 


This popular Newspaper has been established over 80 years 
and circulates in the following districts :— 


Kensington Shepherd’s Bush Hammersmith 
S. Kensington Bayswater Fulham 
Notting Hill Paddington Chiswick 
Brompton Chelsea Barnes 
Mayfair 


HEAD OFFICE: 118 KENSINGTON CHURCH ST., W.8 


For advertisement rates and specimen copy telephone 
BAYswater 3221/2, 7267/8 


Wiest London Observer 


CIRCULATES IN 
Barnes - Mortlake St. Marylebone 


ENFIELD 
BUS: 4ILL PARK, ENFIELD HIGHWAY, 
PON ERS END, ENFIELD LOCK, 


WALTHAM CROSS 


PALMERS GREEN 


OLD SOUTHG: '£, NEW SOUTHGATE, 
BOWES PARF WINCHMORE HILL, 
GRANGE PAR WEST ENFIELD AND 

CO. KFOSTERS 


THESE IMPOR! ANT DISTRICTS 


of North London, with a total population of 
183,34 and a rateable value of £1 838,632, are 
consumer areas which cannot be neglected 


FULL COVERAGE 
IS ASSURED BY THE 


ENFIELD GAZETTE ano re 
PALMERS GREEN GAZETTE 


44,403 “inc 


WEEKLY PRICE 3d. 


HEAD OFFICE ADDRESS: 


SILVER STREET, ENFIELD, MIDDX. 


MEMBERS OF GREATER LONDON '’S GREATER PRESS, 
92 FLEET STREET, LONDON, E.C.4 


Not content with presenting the local reader with his news and infor- 
mation regarding his entertainme:. etc., this oldest family newspaper 


ADVERTISER'S WEEKLY 


covering the vast reaches of Western London, has a special “ space 
appeal’’ for the advertiser. Recent!y increased in size—now 12 pages 
every week—the West London Observer offers even better value per 


Kensington’ Putney Harlesden: Hanwell 

Shepherd’s Bush Chiswick'Hounslow 

Richmond: Fulham Bayswater - Brent- 

Notting Hill-Acton ford: W.Kensington advertising £. 
Paddington - Ham- East Sheen 

mersmith: Southall Knightsbridge- Kew 


CIRCULATION 22,962 
A.B.C. 
January to June 1953 


% Send for Rate Card and Voucher to: 
THE WEST LONDON OBSERVER 


Gest Dordon Observer 


16 QUEEN CAROLINE | - LONDON °- W.6 >: Riverside 145i 
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It’s the 


WANDSWORTH 
BOROUGH 
NEWS 


PUTNEY 
ROEHAMPTON 
SOUTHFIELDS 
WANDSWORTH 
EARLSFIELD 


CLAPHAM 
JUNCTION 


ETC. 


Head Office: 
144 WANDSWORTH HIGH STREET, S.W.18 


Telephone: VANdyke 4226-7 
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Greater Londen Survey 


Table 4—‘‘Local,’”’ ‘‘Catering’’ and ‘‘Central’’ 
Shopping Pattern by Counties 


| 


Sales (£m) | 
c M. 


Shops (000's) | Sales per shop (£000's) 
1 c mink « M. 


07 06 O48 | 181 108 209 
78 927 38 | 119 109 51-6 
238 48 «7-7 78 #38 15-0 
32:3 82 118 | 90 67 268 
165 30 $3 | 102 39 15-7 
85 10 26 91 50 20-2 
76 12 28 92 40 143 
31 04 O99 | 100 3-2 144 
(0-7) (0-2) (0-2) | (10-2) (2-2) (14-4) 
36-5 59 118 | 97 40 163 


City . 134 69 78 
West End and 

Centre .. -. 93-1 29:7 1940 | 
Rest of London 

Boroughs .. 1861 184 1159 | 
London A.C... 2926 55:0 317-7 | 
Middlesex .. 168-8 11-9 83-3 | 
Surreyt .. oo Vee $4 53-4 
Essext ‘ re 39 
Kent? oo ane 33 13-4 
Herts.t (7-2)9(0'S) (25) | 
Rest "of "Greater 

London 354-3 23:7 192-0 
Greater London 

totals .. .. A469 78-6 509-7 


68:3 140 236 94 $6 216 


* Figures doubtful 
+ In Greater London Conurbation 


has been used to place a cloak of 
security over the individual 
figures and groups. We may, 
however, _reasonabl allocate 
sales and shops by =, areas 
on a “probability basis” to give 
the table 3a which is probably 
within some 5 per cent on details. 

No data emerges regarding co- 
operative sales by area either for 
London or for the rest of the 
country; no distribution of mul- 
tiple shops has yet appeared, and 
whereas it is reasonably practical 
to-day to assume that in most 
areas the latter will conform to 
the overall pattern given in the 
“Short Report” it is believed co- 
operative representation will vary 
widely between regions. 

The details of number of shops 
for special groups in any district 
may be of some value, used very 
carefully, by those interested in 
new outlets or “specialist stock- 
ists.” Whether the data is in 4 
form suitable for shops audit 
sampling work is conjectural. 

Tables 4 and § attempt to 
separate as far as possible the 
trade which might normally be 
thought to be done with local 
residents, from that connected 
with “migrant shopping” in the 
centres. Most people go to the 
local grocer; far fewer to the 
local draper. Catering and hotel 
and canteen trade is connected 
primarily with non-residents. 

When the groups most likely 
to involve a “central” visit are 
cut out (clothing, jewellery, 


L=“Local” type 
C = Catering, Hotels, etc. 
M-=“Central market" type 


specialised shops, furniture, 
motor and garage and catering 
trades) the remaining local trade 
shows remarkable uniformity in 
terms of sales per head and sales 

-r shop outside the London 

oroughs—an economic result 
that could necessarily be ex- 
pected. It is reasonable to assert 
that about £70 per head is spent 
locally by local residents on the 
normal regular shopping, while 
£5 per head goes in meals out, 
etc. A further £40 per head is 
spent in the central markets 
within each county area on 
clothes, furniture, cars, etc. The 
remaining £30 (per head of “resi- 
dents”) is attracted to the West 
End and City or comes from out- 
side visitors. 

The corresponding figures for 
the country as a whole in 1950 
appear to have been £66, £5, and 
£45 respectively. From the 
National Income estimates we 
find that public house trade adds 
probably a further £10, while 
rent, light, and other non-shop 
spending took the remaining £54 
out of the total of £180 per head. 

The greater cost of rents, 
travel, entertainment, etc., in the 
London area would prevent the 
growth of a real centre were it 
not for the somewhat higher in- 
come the area commands through 
its specialised economic position 
and labour force. This, when 
added to the spending of visitors, 
enables central London to pro- 
vide something unique in the 
services and goods it can offer. 


Table 5—Sales Per Head of Resident Population 


“Local type” “Catering” “Central” type Total 
£ £ £ £ 

ao. =. « eae (1,410) (1,603) (5,767) 
West End and Centre .. i3! 41 272 444 
Rest of London Boroughs 70 7 43 120 
London A.C. .. 86 a: 04 196 
Middlesex ‘se s 36 115 
Surrey® .. - ~ 72 5 49 126 
Essex® .. 54 “~ 65 5 37 106 
Kent®_.. Sai ue 66 2:5 28 
Herts.° .. oi és 62 45 21 88 
Rest of Greater London a: 70 47 38 113 
Greater London total <x 77 93 61 147 


* In Greater London Conurbation 
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London population has 
fallen by a million 


There is a higher proportion of men in social class I in London 

than in the country generally according to the latest census 

report here reviewed. This reflects the concentration in the 

metropolis of persons in the professional, administrative and 
managerial grades. 


HE full 1951 census figures 

for the County of London 
are contained in Census 1951: 
County Report, London, the 
first in the “County Report” 
series for England and Wales. 
Others will appear at short 
intervals, and will comprise 
most of the statistics of 
predominantly local interest, 
namely, populations and acre- 
ages of local government, 
parliamentary and petty ses- 
sional areas (including final 
populations for wards and civil 
parishes); private households, 
the rooms and dwellings in 
which they live and the house- 
hold arrangements possessed 
by them, together with the 
complementary record of insti- 
tutions, etc., in which various 
categories of “non-private 
population” are housed; birth- 
place and nationality; educa- 
tion; social class; distribution 
of the local populations 
according to sex, age and 
marital condition. 

The total population enumer- 
ated in the area of the County 
of London at the 1951 Census 
was 3,347,982, representing a net 
decline over the whole period 
since the 1931 Census of over 
a million persons, most of which 
has occurred since 1939. The 
population enumerated in the 
City of London was 5,324 as 
compared with 10,999 in 1931. 

The dwellings in the county, 
occupied by private households 
or vacant, now number 820,918 
Since the last census in 1931 
some 100,000 new permanent 
dwellings have been built, nearly 
one-third being post-war. Some 
70,000 were totally destroyed by 
bombing during the war and 
30,000 new dwellings added since 
the war because of conversions. 

There were 1,120,710 private 

households in London in 1951, 

a decline of 5.8 per cent from 

the 1931 figure of 1,190,030 

The average number of per- 

sons per private household was 

2.82 in 1951 compared with 

3.46 in 1931. There has been 

a substantial increase in num- 

bers and proportions of one 

and two person households 
and a substantial decrease for 
households of four and over. 

Nearly half the households in 
London living in structurally 
separate dwellings shared with 
another household. The figure 
for one person households is 64 


per cent, but a quarter of all 
households of six or more per- 
sons Share a dwelling. 

There has been a further re- 
duction in the overall density of 
occupation of dwellings from 
O98 persons per room in 1931 
to 0.83 persons per room in 1951, 
largely due to the increase in the 
proportion of small households 
The percentage of persons living 
at over two persons per room 
has declined for the county as 
a whole from 13.1 in 1931 to 
2.5 in 1951, the incidence of such 


conditions now affecting less than | 


5 per cent of the population in 
private households in every 
borough (except Paddington with 
5.2 per cent). The wide varia- 
tions in this respect which pre- 
vailed in 1931, when there were 
seven boroughs with over 20 per 
cent of population living at den- 
sities olf over two persons per 
room, have thus been eliminated. 

In a new census question five 
household domestic arrangements 
were defined (viz., piped water 


supply within the house, cooking | 
sink, | 


stove or range, kitchen 
watercloset, fixed bath) and 
householders were asked to state 
whether they had exclusive use 
of, shared with another house 
hold or were without each. 

A third of all private house 
hoids in the county have exclu- 
sive use of all five of the 
household arrangements covered 
by the census questions, 
another 20 per cent have all ex- 
cept a fixed bath. The extent 


of sharing these arrangements is 
much greater among households | 


sharing dwellings: 62 per cent 
of the households in the county 


do not have exclusive use of a | 


fixed bath. The incidence of 
households entirely 
highest in the boroughs ol 
central and eastern London. 
Of the heads of private house- 
holds in the county, 69 per cent 
are married, about 17 per cent 
are widowed or divorced and 
about 14 per cent are single. 
There is comparatively little 
difference in the age composition 
of the country as a whole and 
the County of London. There 


are Slightly fewer children aged 


under 15, 19.5 per cent in 
London compared with 22.2 per 
cent in England and Wales, 
rather more in the working age- 
groups aged 15-64, 69.4 per cent 
against 66.8 per cent. 


RICHMON) HERALD ano 
BARNES & MORTLAKE HERALD 


Members A.B.C 


Widely read suburban weeklies 
covering the valuable residential 
district between Richmond and 
Hammersmith. 

A complete weekly news service 
in each Saturday's issue. 


THE HERALD PRESS 


70 Sheen Road, Richmond RIChmond 3311 


and | 


without 1s 


The pro- 


ADVERTISER'S WEEKLY 


A Powerful Influence 
in South Herts, North Middx. and West Essex 
THE BARNET PRESS 
FINCHLEY BOROUGH NEWS 


and 
THE WEEKLY 
FOR WALTHAM ABBEY, CHESHUNT & DISTRICTS 
Combined Rate 126 Single Col. Inch 


TOTAL WEEKLY NET SALES 28,970 (ind. Aud.) 
Further Details, Sales Analysis, etc., on request 
ADVERTISEMENT MANAGER B. TURNER 


E. COWING & SON, LTD , HIGH STREET, BARNET Tel: BARNET 9234/5 


TELEGRAPH 


HENRY BURT & SON LTD. 


High Class Printers 
4 of, Bed 


ANNOUNCE THE OPENING 


OF A LONDON OFFICE AT 


AVENUE, LONDON, W.1 


RD 6121 & 1330 


32 SHAFTESBURY 


Telephones: GERRA 


Enquiries from Advertising 
Agents will receive the 
immediate personal attention 
of the London Manager 


“ Mhwayson Time 


portion of persons aged 65 and 

over (11.1 per cent) is the same | 
in London as in the country as | 
a whole. | 
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A specialist in the field of processed food 
presentation, J. EVANS, draws attention to the 


Many advertising 
advantages of 


display outers 


HE display outer, particu- 

larly in the field of food 
packaging, has become increas- 
ingly popular in recent years, 
both with retailers and the 
public. The pack lends itself 
particularly well to the require- 
ments of self-service stores 
and, as these stores are likely 
to multiply in number con- 
siderably in the next few years, 
it is likely that the display 
outer will become more in 
demand. 

Display outers are one of the 
most economic forms of adver- 
tising media: they can be pro- 
duced in large quantities com- 
paratively cheaply and they also 
serve the role of protecting the 

roduct during transit. Their 
unction is to attract the eye of 
the most casual shopper and to 
display the product to the best 
possible advantage. 

In the design of these packs 
for food, recent trends have 
been towards using striking 
but not garish colouring and 
lettering; there has also been a 
tendency to reduce the latter 
to a minimum. 

Designers are also now paying 
particular attention to producing 
packs which can be erected by 
the retailer with the minimum 
amount of time and_ trouble. 


Outers which are too compli- 
cated to set up will obviously be 
more liable to be ieupted by 
the shopkeeper. 

Many of these packs are con- 
structed in one piece and have 
perforations or dotted lines 
printed, indicating where the 
retailer should tear or cut to 
erect the outer; others, however, 
are constructed in two sections 
consisting of the body of the 
pack and a display portion which 
may be inserted. 

The pack for “Sun-Pat” salted 
cashew nuts, which are manu- 
factured by H, S. Whiteside & 
Co., Ltd., gives clear instructions 
to the retailer, on the rear panel, 
for erecting the display. It ts 
necessary only to tear carefully 
along two perforated lines, to 
fold over the top flap, and to 
straighten the coloured headers 
on the top of the nut bags to 
produce an attractive display 
unit. 

Ihe nuts are wrapped in poly- 
thene film bags; the headers 
carry only the name of the pro- 
duct with the trade mark and 
name. The top flap of the display 
vuter is similarly designed, but 
also carries the price of the pack 
and the slogan “In the new air- 
tight bags guaranteed fresh and 
crisp.” 

Further slogans are printed in 
white on a green background on 


Left: The slogan “gloriously refreshing’ is printed prominently in 
white on this Mitcham Mints display. Just above is an eye-catching 
picture of the confection on a mint leaf background. Right: A 
particularly effective example of the design of a_ display outer 
blending effectively with that of the packs it contains is provided 


by the Haven white pepper presentation. 
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This display for “Sun-Pat’ salted cashew nuts gives clear instructions 


for erecting to the retailer. 


The growth of self-service stores may 


well lead to increased attention being paid by advertisers to this 
type of presentation. 


the sides of the pack. The stripes 
are coloured red and white. The 
pack was designed by William 
W. Cleland Limited. 

* 


* * 

The display for “Haven” white 
pepper, which was designed by 
Richard Lonsdale-Hands Asso- 
ciates, is a particularly effective 
example of the design of the dis- 
play outer blending effectively 
with that of the packs it con- 
tains. 

The background of the pepper 
drums is in a good grain and 
there is a red panel on which 
the branding is printed in white 
with a brown shadow. The words 
“whiie pepper” are in white and 
also have a brown shadow. The 
overall effect is that of an 
authentic pepper “mill.” 

The display container has a 
plain rich brown background 
with a similar red panel and 
white branding with a brown 
shadow. The wording “white 
pepper” is coloured similarly to 
that of the drum. 

The display outer and the 
drums combine to give the pro- 
duct an appearance of quality, 
and the aim of the designers to 
achieve continuity in appearance 
between the outer and the drums 
has been admirably realised. 


* * * 
Considerable brilliance is given 
to the waistcoat pocket carton for 
Mitcham Mints, manufactured by 
Batger & Co., Ltd., by the use 
of white reverse lettering and 
the contrasting picture of white 


Display outers are 
one of the most 
economic forms of 
retail advertising 
media and with its 
bold colour scheme 
this Fulcreem cus- 
tard powder ex- 
ample, bearing an 
invitation to “serve 
yourself,” is an 
effective point-of- 
sale item. 


sweets against a dark green back- 
ground of mint leaves. 

The overall colour of the dis- 

play outer and the pocket carton 
is turquoise blue; this was chosen 
because of its traditional asso- 
ciation in the trade with mint 
products. 
_ The slogan “gloriously refresh- 
ing!” is printed prominently in 
white and is likely to attract the 
eye of the shopper, while an en- 
larged picture of the mints on a 
background of mint leaves adds 
further appeal. 

The outer is sturdily construc- 
ted and takes but a few seconds 
to erect. Responsible for design- 
ing the unit was R. H. Talmadge, 
M.S.LA. 


1K * * 

Striking bold lettering and 
colours are the keynote of the 
display outer for the bags of 
custard powder made by Ful- 
creem Co., Ltd. 

The display flap is coloured a 
striking dark blue; the company’s 
name is in white and the words 
“custard powder” are in yellow. 
There is also a yellow border to 
the flap. A reverse scheme is used 
in the colouring for the lower 
half of the front portion of the 
outer; the background is yellow 
and the words “serve yourself” 
are boldly printed in deep blue. 
A blue and yellow colour scheme 
has also been adopted for the 
bags of powder. 

This pack is a good —_ 
of a display outer suitable for 
use in self-service stores. 
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the final touch. 


Here is a typical example of co-ordin- 
ated exhibit planning by Priestleys. 
Designed and produced in quantity 
for P. P. Payne & Sons Ltd. of 
Nottingham, this dispenser unit pro- 
vides the answer to functional display 
plus point-of-sale appeal. 


Produced in stout plywood with clear 
acetate protection for the attractive 
Floral Ribbons with which our 
clients have built up a world-wide 
reputation. 


Have you a sales problem of this kind? 
Maybe we have the answer. 


ADVERTISER'S WEEKLY 


GLOUCESTER: TEL. 22281-4 
LONDON: TEL. TRA. 4277-8 
MANCHESTER: TEL. BLA. 3851 
BIRMINGHAM: TEL. MID. 0528 
CARDIFF: TEL. CARDIFF 31217 
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ESSO PUT IT OVER 
BY ENLARGEMENT 


FL ee 


‘oR 


and make the back of the 
stand work as well as the front! 


They can't take everybody over the plant. Uhey couldn't bring the plant 
to the customer. So they put it over by Autotype enlargement — 13 ft. 


by 10 ft. — the obvious solution to a not uncommon problem. 

Wherever there is a blank wall, and people are passing, an Autotype 
enlargement can be used with purpose and advantage. 

Autotype enlargements are available in all sizes up to 80 sq. ft. in 
one piece —no limit to the number of pieces. Some of the smaller sizes 
can be very effective too, especially when used in series. They can be in 
black-and-white or colour, or may be used as transparencies — most 
attractive in shop windows after dark when there is little else to look at. 


“ Are you interested in giants?” is the 


title of an illustrated folder you might 
like to see. It’s yours for the asking. 


AUTOTYPE «i 


Most of the really good 
enlargements are made by Autotype 


THE AUTOTYPE COMPANY LIMITED - 
WEST EALING LONDON W.13 


BROWNLOW ROAD 
EALING 2691-2-3 
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Packaging Survey 


The 


ECAUSE at this time of the 

year one of the most im- 
portant advertising features of 
a consumer type package is 
more or less completely sacri- 
ficed upon the altar of earnest 
gaiety it is a good idea to call 
it to mind. 

The brand name or the trade 
mark on the pack is funda- 
mental to the sales building 
factor. The greater the element 
of competition the greater the 
stress should be upon the brand 
name and/or the trade mark. 
Let us drive the point home 

with two quotations, 

The first comes from a recent 
speech by Dennis C. Hayes, of 
the Incorporated Sales Managers’ 
Association: “To advertise suc- 
cessfully the product has to be 
easily identifiable in the adver- 
tisement and at the point of sale. 
The simplest and most effective 
way of doing this is to give an 
article a brand name and the 
only successful way of doing so 
is by means of packaging.” 

The second quotation comes 
from an address given in Pennsyl- 
vania to the National Flexible 
Packaging Association by J. 
Nash, a designer: “There is a 
current temptation to over- 


ny 


The pack must please in bath- 
room and kitchen. 


glorify appetite appeal at the ex- 
pense of brand identification, 
When .. . this happens . . . the 
sales punch . . . is weakened.” 
He listed the following package 
design elements that help sell the 
product in this order :— 

@ A dominating trade mark or 
brand identification. 

@A bold, easily-read product 
name or attention-getting 
illustration. 

@An orderly arrangement of 
all the elements so that the 
design directs the order in 
which the messages on the 
package are to be read. 

® Good utilisation of space on 
sides and back. 

These two observations can be 
topped off by the remark made 
by William W. J. Studd, Chair- 
man of Executive, the Advertis- 
ing Association, following his 
experiences when judging the 
lately organised British Paper 
Box and Carton Design Competi- 
tion. Although many of the ex- 
hibits which gained awards were 
in several ways commendable, he 
said, they were almost devoid of 
advertising and sales value. 

Let us now carry these observa- 
tions into a retail store and see 
how they fare. More especially 
let us consider detergents. 

Probably no one gives away a 
packet of detergent as a seriously 
intended Christmas gift unless the 
wish is to wash out a beautiful 
friendship. So it is that the deter- 
gent packs are beginning not 
merely to stand out in the stores 
but fairly to leap out. 

Surf, Daz, Dreft, Spel——they 
always were good, but that for 
lide especially so. 

Here we are dealing with a 
pack that is in itself the whole 
brand and trade mark. And the 
result? Since it appeared the 
pack has been a success. It has 
sold the product. It stands out 
upon store shelves, upon kitchen 
drain boards, and on basins in 
bathrooms. The “circles within 
circles” on the pack individualise 
the carton and the colours are 
both warm and striking. No one 
is contemplating the slightest 
change in design or size. From 
an advertising point of view 
Young and Rubicam, the agents. 
report that everybody is pleased. 
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‘What pretty feet’ 
Showeard result 


HOUSANDS of boot and 

shoe repairers, leather and 
grindery merchants from all over 
the country entered the Good- 
year Rubber Company's show- 
card competition which opened 
during the Shoe and Leather 
Fair. Eight showcards each 
featured a model posed to show 
Goodyear’s stick-on-soles, 

The card finally chosen as the 
best is pictured above. To the 
right is the young lady who 
modelled for several of the 
designs. 


We don’t gO SO 
far as to claim that 
Spicers Paper Consultant 
is indispensable. 
But we do say 
loudly and emphatically 
that it is an excellent habit to 
have him at any conference 
where paper is a major issue. 


And we know many firms that agree 


speak to WS 


Telephone: CENTRAL gait - 19 New Bridge St., London, |! 
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ISPLAY = advising of 
Osram lamps is lately 
concentrated upon difference 
between the light e.cn by an 
ordinary pearl bu ind that 
produced by their s al silver- 


light lamp. 


This theme has bee) developed 


as a_ three-dimens: 


display 


in which a curved »ickground 


of night sky sets of 


a bulb 


apparently held suspe ded in the 


au and in front of iW 


ch is the 


moon and cumulus cloud. Light- 


ing is by a lamp fixed 


into the 


background at the top. and 


which also illuminates 


cut-out 
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‘ electric lamp display 


letters faced with red acetate. 
Moon and clouds are suspended 
on a very fine, almost invisible, 
gauze. Framework is deep blue. 

A new showeard used for dis- 
playing G.E.C. household electric 
appliances has provision for 
various name panels to be 
slipped into slots below the 
wording “Electric Appliances.” 

“Reading in bed is a good 
idea, when Osram makes the 
print quite clear” was the jingle 
used in the window display 
arranged in London (see below). 
Displays were by Acme Show- 
card & Sign Co, Lid 
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of 
; In his monthly Review of Films PAUL NUGAT draws 
“4 attention to a filmlet which emphasises 
af 
< 
i i 
4 The great pulling power of 
i 
: classified adverti ts 
I HE breathless speed at which = distinction, for each of these work study personnel) but also An engaged girl hunts for a home 
A Theatre Publicity Ltd. pro- 60 ft. films in Gevacolor has gay _ because it begins by establishing among the classified columns—a 
rt duced for the Evening Standard \yrics and music and shows in _ the correct climate of outlook. scene from “Ring Central 3000.” 
LF their one-minute advertising film, cartoon a range of Spontex uses The film opens in a motion 
F “Ring Central 3000” has already in the home. study engineer's office, where an and in their house organs. 
3 been noted by this a. The conclusion of each film operative is being shown a new Tube Investments Ltd. decided 
Fechnically, the film bears no carries the songful slogan “Here electric switch. Her co-operation to get to grips with the problem 
signs of the haste involved. A_ is Spontex, all is smiles.” is invited as to the best methods — by producing a film-strip entitled 
man in search of a quick pur- An article on advertising film of assembling it. After attempt- “John Brown—Blacksmith.” This 
&: chaser for his car; a businessman technique by Andre Sarrut ing to put it together in her own _ is finance in its simplest form. 
in desperate need of secretarial appears on page 491. way, the engineer applies to the An old blacksmith establish- 
help, are shown finding salvation _® + job nine rational principles, with ment is bought by John Brown 
through the columns of the HE dearth of films on work the aim of reducing fatigue and who decides to modernise it by 
Evening Standard. study makes every new film increasing output. degrees. Obviously, his profits 
*s ey ee there is collateral on the subject a valuable contri- Basically the film is intended are modest as are his expenses 
support for this film campaign in bution to industrial progress. “A for training foremen and opera- and general expenditure on 
every issue of this newspaper, in Switch In Time” is a 16 mm. tives, which is the section of our wages, raw materials, etc. Hence, 
mn that the news columns are carry- amateur production, produced industrial population to whom for supervisors, to whom the £ 
‘ee ing stories of satisfied customers. internally by Tube Investments work study is most likely to be when accompanied by a string of 
mt. * * _& Ltd. with a view to demonstrat- — suspect. noughts is often incomprehen- 
HREE Spontex films, pro- ing the ideal relationship of cor- ok Eo a sible, the careful analysis of John 
duced by Andre Sarrut in rect physical movements to the OMPANY finances are still a Brown's business affairs sheds 
Paris, are undergoing a linguistic assembly of a new electric switch. “closed book” to most wor- some real light on the mystery 
. operation before being presented This 18-minute film is useful, kers, despite the efforts of many of company finances and accounts 
on the British screen by Screen- not only because it demonstrates firms to spread enlightenment by and is excellent preparation for 
space Ltd. the ch is wel of motion study publishing the results of the the later study of TI's own 
They well deserve this unusual (whic is well understood by year’s trading on notice-boards affairs. 
‘a i F S 
/ JUST LOOK AT THESE FIGURES at 
a More than 3,600 of Britain’s 4,700-odd cinemas 
g (i.e. 76°,,) are Independents. 
*. 
t. 
Of 1,817 population centres outside London, in wh 


ste there are cinemas, 1,476 have Independents onl) 
of these 1,051 are ‘solo’ Independents. 


Through PRESBURYS your sales story c: 
3,500 Cinemas in all parts of the count 


told in 


You need this Service! 


PRESBURYS 

Solus and Semi-Solus Films—with no re- 
striction on length, nor on the number of 
‘Visuals’ or ‘Mentions’ of your product. 
PRESBURYS 


Filmlets — in Cinemas all over Britain. 


S. PRESBURY & CO. LTD., GLOUCESTER HOUSE, 19 CHARING CROSS ROAD, LONDON, W.C.2 . 


PRESBURYS 
Market informa- 


tion, Production 
and Distribution. 


PRESBURYS 


Member of the Screen Advertising Association 
and the Association of Specialised Film Producers 


Telephone: WHitehall 3601 
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BRITISH PUBLICATIONS s 
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BRITISH 
MATIONAL ADVERTISERS 


ADVERTISING AGENTS te 
and their clients - 


ae 


MARKETING SPECIALISTS 


FILM & SCREEN PUBLICITY 


oe OUTDOOR PUBLICITY 


For many years each issue of ADVERTISER’S ANNUAL 
has been completely sold out within a few days of publication. 
This year will be no exception, for orders received for the 1954 
Edition are already far in excess of the volume usually reached 
by this time of year. of 

If you are one of the thousands of executives in Advertising and eee nln 
its associated industries to whom ADVERTISER’S ANNUAL 
is an every-day must we would ask you to PLEASE PLACE 
YOUR ORDER NOW for the 1954 Edition—then you will be 
sure of getting your copy immediately upon publication. 
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@ NEW!-SECTIONA 


@ OVER 1,000 PAGES 


™® HUNDREDS OF THOUSANDS 
: OF FACTS 


MAKE 
SURE 
OF 
YOUR COPY 
OF THE 


1954—29th 
Edition 
ORDER NOW FROM 
BUSINES: PUBLICATIONS LTD. 


180 FLEET ST.,L’ DON, E.C.4 Telephone: Chancery 8844 
MANN TL TT, ARNT 
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CPoTHE ACID. 

, BATH 
TEST 


F gt 
A test Campaign in the wrong 


4 = Ne 
wave IS Sed 
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place may be more than useless. It may be particularly 
dangerous. The ideal location is one that gives you, as 

nearly as possible, an exact cross-section of the country as a 
whole. An area that not only gives you every income group 
from A to E, but gives you them in the right proportions. 
Bath, with its leisured, professional, agricultural and industrial 
classes answers these requirements. But a test campaign 


must also use the right media. 


* Overlapping *’ should be 


avoided as this tends to falsify the conclusions. At the same 


time the whole area should be covered: 


The Bath 


Chronicle with its * blanket " coverage at 9/- per S.C.1. is 

the only evening paper printed in Somerset. Its 34,000 

daily sales provides 14 copies for every house in the city in 
addition to a wide circulation in Somerset and Wiltshire. Both 
location and media in Bath combine to provide an acid test of 


a product or an advertising campaign 


| MELO AND WiLTs 
s[Uiwontatae AND HERALD 


; Get full details from 
The Advertisement Manager, 134 Fleet Street, London E.C.4. Central 2767. 


Clovers 


HereintheH.C.N.Country, 
between the Oxford Road 
and the Great North Road, 
is the richness of Industry 
and Agriculture married to 
the community life of local 
people. Homes that throb 
with the vigour and sparkle 
of great ee Serving 
each one of them is an 
H.C.N. newspaper, itself 
alert and sparkling 


HOME COUNTIES 


NEWSPAPERS GROUP 


PER TRADE 
S/COL & ae =FLAT 
INCH RATE 


A.B.C. NET SALES 


130,595 


Represented in London by 
WILL KITCHEN, jr. LTD. 
131 Fleet Street, E.C.4 Central 1960 
Head Office LUTON Phone 5050 
Advertisement Manager Claude W. Gilder 


uring 1953 Stanley 
Schofield has already 
produced six films for 

the Rootes Group. 


SS 


STANLEY SCHOFIELD 
PRODUCTIONS LTD. 


6,7 & 8 Old Bond Street, W.1 
MAYfair 4642 3 
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Hard-hitting selling in 
films need not bore 


A carefully thought out and well produced short film is a first 


class advertising medium. 


In this article ANDRE SARRUT, a 


leading producer of advertising films in France, suggests what are, 
in his view, some of the basic elements needed for the making of 
films that will sell the product. 


CREEN advertising is un- 

like any other form of 
publicity for at least two rea- 
sons. Firstly, because at least 
until such time as colour tele- 
vision comes, it is the only 
medium that combines colour, 
sound and action. Secondly, 
the screen provides a captive 
audience who cannot turn off 
a knob or skip a newspaper 
column. 

The very fact that in cinemas 
there is a captive audience, brings 
not only a solid advantage to the 
advertiser, but also a heavy re- 
sponsibility — the responsibility 
not to bore and irritate people 
who have paid money to be 
present. 

The ribald laughter of an ad- 
vertising film audience is some- 
times lightly dismissed with the 
alibi that the film may not have 
been specially appreciated: but 
the very fact that the audience 
laughed showed that it had been 
seen, and the advertising message 
put across 

This is, in any case, a defeatist 
attitude which I cannot accept. 
There is, moreover, no good 


reason for it because the most 


powerful sales message can just 
as well be delivered in an agree- 
able and entertaining way. Even 
a good film sometimes produces 
a laughter reaction when the 
advertising message appears on 
the screen, but anyone who goes 
to the cinema regularly would at 
once be able to differentiate be- 
tween the laugh that is with the 
film and the laugh that is agains: 
it. 

I have made advertising films 
of all kinds—cartoon, puppet, 
live-action, trick photography, 
etc., for many different countries 

trying always to give each film 
an individual style that would 
make it stand out, and thus be 
remembered by the audience. 
Surely the most ineffective film 
exercise both for the client and 
the producer is to make a film 
which, however good it may be 
technically, makes the public 
wonder, 10 minutes after they 
have seen it, what product it was 
for. 

Yet often, if one puts forward 
an idea for original and striking 
treatment, it is ruled out for 
safety-first reasons. 

If I have learned anything in 
20 years of screen advertising, it 


Scene above is 
from a Sarrut car- 
toon film  adver- 
tising Dubonnet. 
That to the left is 
from a 60 ft. film 
made to promot 
Spontex. Three of 
these very short 
Spontex films are 
to be released in 
this country (see 
page 490} 
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@ HARD SELLING FILMS 


is that the most essential ingredi- 
ent of any advertising message 
that appears on the screen is 
sincerity. This conclusion may 
not seem particularly surprising. 
Yet, how often is a producer 
asked to include in his script 
long-winded passages, _— taken 
straight from press copy or sales 
literature, which no actor could 
possibly put over convincingly? 

It is because I believe in sin- 
cerity that I think a pure demon- 
stration film can be tremendously 
effective, if it really sets out to 
demonstrate something and does 
so. It is also why I believe that 
a pseudo-realistic film which 
merely and naively disguises an 
untruthful story of how a man 
achieved fame, or a Woman 
beauty and wedded bliss, through 
the use of a deodorant or some 
energy food, can only be disas- 
trous for all concerned. 

To have sincerity you need not 
be a good, medium or bad pro- 
ducer—you just need to be sin- 
cere, to have clients who think 
as you do. To make a sincere 
film good, of course, you need 
more—you need style, you need 
the right creative talents in your 
team, and you need a sense of 
filmic rhythm. 


Now rhythm is a_ word 
which I consider immensely 
important in the production of 
films, because it is the rhythm 
that carries the audience along 
with you, and it is the lack of 
rhythm that makes even a 
good story seem flat and un- 
inspired. 

Music plays a great part in 
giving rhythm to any film and 
the synchronisation of music and 
action can be most effective. For 
that reason I work in France 
with leading composers such as 
Van Parys (who writes all the 
music for the Rene Clair films), 
Kosma (who wrote the music for 
“Les Enfants du Paradis,” “Le 
Jour se Leve,” etc.) and Georges 
Auric (who did the music for 
“Moulin Rouge”). 

I have found that, in England, 
clients, when embarking on any 
form of film advertising, attach 
great importance to the sub- 
mission of storyboards, sketch- 
boards and other such devices. 
We make much less use of them 
in France because it has been 
proved over and over again that 
what looks good in print is often 
disappointing on the screen. The 
best film idea is usually exceed- 
ingly simple and is best expressed 


This angel incident 


and poet 
occurs in Sarrut’'s short film to 
promote Bic pens. 
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Scene from a film to advertise 
“quick fit” tailoring services. 


orally with a description of how 
the story moves. 

The idea of showing three still 
drawings is perhaps more mis- 
leading than helpful, since the 
whole art of making a film is in 
making the pictures move and 
not merely in presenting a series 
of picture-postcards. I am sure 
that the most effective step that 
an advertiser can take when he 
is embarking on film expenditure 
is to pick out the producers 
likely to be suitable for the job 
and then see the last six or 12 
films they have made. 

No amount of sales talk or 
cocktails will prevent a prospec- 
tive client from noticing that one 


- 


Having spent many years in 
feature film production, | intend 
to concentrate on advertising work 
alone, not because that is a safer 
and easier way of earning a living, 
but because | have always been 
interested in the possibility that 
the screen offers for artistic ach- 
ievement. There is greater scope 
for such achievement, and it is 
more appreciated in advertising 
thaninentertainment films.—ANURE 
SARRUT 
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producing team is better than 
another, at least for his product. 
If he makes his selection in the 
manner suggested and then places 
confidence in the producer, the 
advertiser will, in my submission, 
obtain a consistently more satis- 
factory result. 

I emphasise, however, that he 
should ask to see al/ the latest 
productions and not merely the 
selected few with which the pro- 
ducer is particularly satisfied 
the difficult job for us is not to 
make one good advertising film, 
but to keep up a high standard 

In making films for different 
countries, we notice widely vary- 
ing methods of projection and 
distribution. In France, for in- 
stance, the films are shown during 
the interval with the lights up. 
In England conditions are much 
better, because the film is shown 
during the programme. On the 
other hand, whereas in France 
one can buy any film length (be- 
tween 30 and 200 ft.) that one 
feels necessary to put over a sales 
message for a product, in Eng- 

(Continued on page 494) 
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Unequalled in Kent 


9 Newspapers 
| Order 

3 Stereos 

| Account 


=118,121 iissapteandies 


Associated Kent Newspapers 


Office 
30 High Street, Chatham (Chatham 2213) 
Advertisement Representatives 


E. W. Player, Led., 30 Fleet Screet, E.C.4 
(Central 2786) 


LOCA 


The oldest administrative and 
technical weekly reaching every 
local government office. 


GOVERNMENT 
CHRONICLE 


The QUALITY medium for 1954 


RATE CARD from Display Advertising Offices 


21-22 GROSVENOR STREET, LONDON, W.1. 


Telephone GROsvenor 7452-3-4 


(K) FWS, 


0 


20,298 


WEEKLY NET SALES 
(ABC 


By far the largest 


in the trade 


NATIONAL NEWSAGENT 
BOOKSELLER, S'ATIONER 
149 Fleet Street £.C.4 


Tel.» City 2604 
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PHOTOGRAPHS 
at their best... 


come from Morath's 
colour laboratory — the 
modern in the 
country. Enlargements 
up to Sft the largest 
direct colour prints made 
in England. 


most 


Photographer 
M © th of Industry, 
or al People and 
a Scenery 
‘ 10 
Private of London 
Residence 


14, Cornwall Gardens, §. Kensington, 
London, S$.W.7 Tel: WEStern 2652 
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continued 


loses the full value of sound. 

I believe the time will come, 
and that it is not far distant, 
when each country will take the 
best features of screen advertising 
from each other, and evolve a 
unified method of presentation 
that will ultimately be to every- 
body's benefit. Then, as now, the 
independent producer of advertis- 
ing films will have his vital part 
to play in screen advertising, be- 
cause his job is not to sell space, 
but to recommend to his clients 
the best way of putting over the 
advertising message and to sug- 
gest the most economical amount 
of sereen space that is required 
to do that job best. The pro- 


ducer must then consistently seek | 


new ways of achieving the neces- 
sary impact on the screen. 

With a big film you have an 
hour and a half in which to 
create an atmosphere and develop 
a story, and if you play safe and 


y& 


A scene from one of Sarrut's 

short cartoon films produced for 

Cinzano, There is great scope 

for creative advertising in such 
short films. 


stick to Tarzan, Wardour Street 
may applaud a good box-office 
film. Advertisers, on the other 
hand, have only a few seconds 
or minutes in which to put across 
their story, and here the unusual 
style that achieves a quick im- 
pact is of far more value, and the 
outlet for creative talent has 
much greater scope. 
Screen advertising 
take another 
forward if 


important 
only advertising 
people went to the cinema 
more often themselves, and 
thus saw at first-hand, public 
reaction to screen advertising. 
It is an altogether different 
thing to see a film “cold” 


step 


see it seated in the one-and- 
nines, with the public around 


and reacting all the time one | 


way or another. That reaction, 
better perhaps than some 
search figures, shows what a 
strong impression the advertis- 
ing is making on the public, 
and also it confirms most de- 
cisively that quality of pro- 
duction pays. 

At this point I remind myself 
that nearly every client is at 
heart a producer himself, so my 
words as a producer on screen 
advertising will, I am sure, fall 
upon fertile ground 
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land one has certain set lengths | 
and in the use of filmlets one | 


would | 


re: | 


neu wat 


the Trade 
Exhibition 


we thank you 


for your orders 
| and await your 


further instructions 


PRINT PROCESSES LTD. 
Silk Screen Printing and Display 
Shoreditch 5041 5 five lines 


FOR QUALITY 
SILK- SCREEN PRINTING 
AND PROMPT DELIVERY 


SHOWCARDS 


. POSTERS 
WINDOW BILLS - 


CUT-OUTS e& 


LICENSED DAY=-CLO PRINTERS 


in | 
a small private theatre, and to | 


THE 


HYPNOCOLOR 
COMPANY 


Silk Screen Printers 
in Fluorescent and 


Fine Art Finishes 
© 
In the Heart of the 


Printing World 


* 
15-16 GOUGH SQUARE 
FLEET STREET, E.C.4 
Tel. CITy 2787-5539 


Olley & Rowley 


Limited 
*% The Big Name 


in Screen Process 


Printing 
SHOWCARDS - POSTERS 
BOOK COVERS - CUTOUTS 
CATALOGUE COVERS 


MULTIPLE DISPLAYS 


Producers of the famous 
“OLRO” twansfers 

Sereen Process Printing (Technical 
Achievement). The LS.P. & DP. 
Award 1952-1953. Ist Award. 


Norwood Buildings, Hatherley 
Road, Walthamstow, FE.17 
Telephone : LARkswood 3701 


‘Silk Screen Materials 


NOVEMBER 2 


THE PICTURE LIBRARY 
FOR ADVERTISERS ! 


THE MUSTOGRAPH AGENCY 
Photographic IUustrators of Britain 
498, HIGH ROAD, LEYTONSTONE, E.11 
Ring up LEY 2700 


Established 1884 


40,000 Horticutura 
PHOTOGRAPHS 


OF ALL TYPES 
for ALL PURPOSES 


MALBY & CO. 
. E18 


REGINALD A. 
19 Chelmsford Road, WOODFORD. 
BUCkhurst 0222 


WATTS LTO. 
on, Et - 


e lin 


JOHNS SON & 
2-4 epwonTh $T.,LOND 


mONarch 7408 (cnre 


DESPATCHING. 
SHOWCARDS? 


We pack and despatch 
Showcards — Displays, etc 
Any Shape, Size or Quan- 
tity at the most reasonable 
cost and with the utmost 
speed. Write or phone 


E. CHRISTIAN & CO. LTD. 


63 St. Paul's Road, N.1 
CAN 2461 | 


Advertising Novelties 


SILK and 
SCREEN 
PRINTERS 
SUPPLIES 


GEORGE HALL’S 
of course! 


GEORGE HALL (Sales) LTD. 


111 Wellington Road, South, 
Stockport. Tel. STO 3375 


FOR 
PLASTIC RULERS 
SCALES, CALENDARS AND 
PLASTIC NOVELTIES 
41 BRECKNOCK ROAD, N.7 
PHONE: GUL. 4877-2848 @ 


CONVEX LTD. | 


GOLD BLOCKING 


on PLASTIC, LEATHER, Etc. 
(PENS, PENCILS, DIARIES, WALLETS) 
PROMPT SERVICE 
TO THE TRADE 


AD-STAMPING LTD. 
148 SHOOTERS HILL RD., LONDON, S.E.3 
GREENWICH 3688 | 
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A complete and highly- 

Specialised service covering 
all applications of Photo- 

graphic Processes and 
Techniques to Presentation, 
Display and Exhibitions. 


295 


Camberwell New Road 
S.E.3. 
RODNEY 5811/2 


LONDON ART SERVICE 


PHOTOCRAPHIC)LTD 
Che Rents 
tt Chancery WC2 
COMMERCIALL ADVERTISING 
PHOTOGRAPHERS 


AME DAY COPY SERVICE + Prore HOL: BEED 


COLORGRAPH 


STUDIOS (LONDON) LTD. 


Specialists in 
Color Photography applied to 
Advertising, Point of Sale, 
Showcards, Calendars, etc. 


* 
COLOR LIBRARY 


includes Studio and Location 
Glamour shots, both in 5 x 4 
transparencies and Color Prints 
which are suitable for addi- 
tional Art work or Layouts. 


8 BREAMS BUILDINGS 
E.C.4 


CHAncery 3416 


ENLARGEMENTS 


Consult 


BROOK PHOTOGRAPHY 
316 UPPER STREET, LONDON, N.1. 
Tel: CAN. /4i1 


( Animated Displays 


ILLUMINATED 


MIRROR SIGN 


for POINT of SALE 
CRANE AUTOMATIC CO. LTD. 
Makers of Advertising Devices 
Hong Kong Works, Exhibition Grounds 


Wembley Middlesex. Wembley7733/7473 


S. MOORE & CO. 
SIGNWRITERS 
Specialists in typeiace lettering. Wood 
letters cut to designers’ requirements. 


35, Goodge Street, London, W.1 
Tel.: LAN 4034 


pre 
LETTERPE USS 
PRINTING 
® 
Enquiries Invited 
S. J. BEDWELL & SONS 
(Printers) LT) 


100.102 LEYTONSTON! “OAD, 
STRATFORD, LONDOY, E.15 


Telephone: Maryland 5'4' 2 


Blocks & Dies » 


BRASS BLOCKS & DIES 


Brass blocks for foil blocking on 
cord of plastics Bronze cutters 
for cut-outs Cutter crush dies for 
showcards, etc. Steel dies for metal 
NOBBS & AYCKBOURN 
14 CLERKENWELL GREEW, E.C.1 
CLE 6474 Est over 40 years 


OFFSET 
COLOUR 
PRINTING 
(He MANLY '& SON LTO 


WOOD GREEN ‘LONDON N.22 
BOWES PARK 3802 


* Hicwest Quaury 
Competitive Prices 


TRADE 
PRINTING 
LITHO 


Photo-O ffset, Mult: 
colour work, Shows ard 
Prints, Posters, e+ 


LETTERPRESS 


Four Col Process, 
Mustrated (:tologues, 
Bro. hures, ete 


F. W. WHITE & CO. 


Letterpress & Photo Litho Printers 
ALBION HOUSE, NEW". & THST. 
THEOBALDSRD., W.C | IL. 9491 


AC.K.WARE service includes 
an extensive library of Colour 
and Monochrome pictures 


A.C.K.WARE (em pa4ae) LTD. 


28a Basinghall St.. London, £.C.2 
MT repeliten 9436-7 


SCOTLAND'S FINEST DESIGNING 
AND PHOTO-ENGRAVING SERVICE 


_~ SCOTTISH STUDIOS 
( AND ENGRAVERS LTD 


OUGRIEN HOUSE I% CLYOE ST GLASGOW 


~ cry ome OveHtN CL AsCOW” 
“ee 


THE CABLE PRESS 
OFFERS 
a first-class pr «cing 
service for proc tion 
of 


CATALOGU «Ss 
BROCHUR: © 
HOUSE JOUR ALS 
SYSTEM FO! 5 


The Cable Printing & -dlishing 


@ DOUGHTY sT.. Ww. 4OLT™ 
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Diaries for 
the 
New Year 


HE followin four 1954 

diaries have n published 
by Iliffe & Sons Ltd. In each 
case they are priced at Ss. 10d 
(morocco leather), and 4s. Id 
(Rexine). 


Amateur Photographer diary 
includes exposure tables for both 
daylight and artificial light 
Besides formula and other data 
required for all ordinary dark- 
room operations, reference pages 
include the most important lens 
formule and projection data for 
users of still and cine projectors 


The Autocar motorist’s diary 
includes a complete list of regi 
stration index marks, interna 
tional identification plates and 
gradient percentage figures. 


Aid for tourists 


Conversion tables will case the 
problems of refilling at Conti- 
nental garages. The rules of the 
road in various countries and 
the more usual road signs are 
also given. 


Wireless World diary provides 
in easy-to-read style the kind of 
technical and general information 
frequently required by the radio 
man but seldom readily avail- 
able. 

The Motor Cycle diary con- 
tains in one handy pocket book 
a mass of helpful facts and 
figures for the motor cyclist to- 
gether with the usual pages for 
day-to-day engagements. 


For nurses, mothers 


Claimed to be the first refer- 
ence bock and diary of its kind 
for mothers and for children’s 
nurses, Nursery World Diary for 
1954, includes over 60 pages of 
information on first aid, feeding, 
games, average heights and 
weights of children, household 
hints and a child’s guide to 
London. 

Published by Benn Brothers 
Ltd., at 7s. 6d., the diary section 
has two pages to the week and 
carries 56 pages of advertise- 
ments. 


Report on 


road trials 


ESTS of 26 cars of British, 

Continental and American 
origin are included in “The 
Motor Road Tests of 1953 Cars” 
recently published by Temple 
Press Ltd., at Ss. 

The booklet also contains 
articles describing the methods 
by which road tests are con- 
ducted, an explanation of the 
practical and technical feature of 
the tests and an analysis of the 
results of the tests. 

A comparative summary of 
the performance figures appears 
at the end of the book 
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Exhibitions« Display 


COOK'S 
4 ‘ 


DISPLAY 
PRODUCTIONS 
LIMITED 
Exhibition Contractors 
Display Producers 
Sign Manufacturers 


Outdoor Publicity 
Contractors 


Designers 


Giant Photo Reproductions 
in Colour or Black and 


White 


124 LADBROKE GROVE 
W.10 


Telephone : PARK 8652-3-4 


CRAFTSMEN BUILT 
EXHIBITION 
STANDS 


DIGBY'S 


|. FLEET ROAD. HAMPSTEAD. N W.3. GUL 3318 


Exhibitions¢ Displays 


(Commercial Artists) 


167-171 QUEENSWAY, W.2~ 


mentee 


‘ Phone : BAYewster 2291-2 - 


Man 


‘ Showceards 


e@ CONVEX LTD. 


CUT-OUT, EMBOSSED 
COLOURED, SILK SCREENED 
CELLULOID PRINTING 
41 BRECKNOCK ROAD, N.7 
PHONE GUL. 4877-2848 


DISPLAD LTD. 


CASTLEFIELDS 


MANCHESTER 15 


BLACKFRIARS 0856 
Pioneers of Display 


J. WATSON (London) & CO. LTD. 
Display Units in Plastic 
and Metal 


BASSEIN HOUSE * BASSEIN PARK ROAD 
LONDON, W.12 + Telephone : SHE 4363 


TELEPHONE : 
TEMPLE BAR 
0397 


Prastic 
Disevay 


[nits 
For 


COUNTER 

and WINDOW DISPLAYS 
36-37 MAIDEN LANE 
e STRAND, W.C.2 e 


TUDOR ART AGENCY 1, 


representing 


FREE LANCE ARTISTS 


1 FURNIVAL STREET, LONDON, £.C.4 
HOLborn 6841 CHAncery 3506 


STOKES & DE 

STUDIO 

Illustrations and Designs 
for Stores Catalogues 


7 Wine Office Court, Fleet Street, E.C.4 
CENtral 6656 


MILLE 


peases 
Photog? 
_ LONDON, Wt 


& 
geet” 


MAY 4n'* 


RRR vse 
Packaging 
Booklets 
Folders 


Lettering 


ART SERVICE LTD. Design 
16 RUSSELL MANSIONS, 
144 Southampton Row, W.C.1 Layout | 


Tol: TER. 2201/2 ———— 


FRANK WINTERBORNE 
STUDIO 


Artists and Designers 


87 REGENT STREET, W.1 
Telephone: REGENT 1096 


Cut-out Letters — 


BERTA STUDIOS 
LIMITED 


Exhibition Stands 
Displays 
Illustrations in 
3 Dimensions 


27 HEDDON STREET, 
REGENT STREET, 
LONDON, W.! 


Telephone’ MAYFAIR 3449 


" GRAFOREL” 


display 
lettering 


Cut-out relief lettering 

ready gummed, various types from 3/16''-12"' 
LONDON INDUSTRIAL ART LTD 
33 jubilee Place, LA 6 
ORDER DEPT. 3 “all Saints yee w. " 
Tel. PARK 9431 


SOSH SEHEEEOEES ESSE EE EEES 


VERY RARE! 
' photographic’ 
RETOUCHING 


a ‘natural’ retouching 
essential to good advertising 


Phone: CHAncery 3902 


SMH 


53 Doughty Street, W.C.1 


| published in 1923. 
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New foreign 


trade guides 


O further its objective of 

promoting the expansion 
of multilateral international 
trading, the International 
Chamber of Commerce has 
prepared a series of manuals 
dealing with — international 
documentary practice, de- 
signed to simplify the task 
of businessmen in the prepara- 
tion and interpretation of 
foreign trade contracts. 

Ihe first of these manuals, 
Trade Terms, took the form of 
a comprehensive international 
digest of the subject and was 
This edition 
was followed by a second greatly 
enlarged. 

These early editions were 
much used and proved valuable 
to export and import firms in 
the drawing up of contracts and 
in determining the obligations 
of the “buyer” and “seller” 
under each form of contract; 


| the second edition has been out 


of print for many years. 

The 1953 edition, now avail- 
able, gives the interpretations 
current in 18 of the major trad- 
ing countries of the following 10 
trade terms in common use to- 
day: ex works; F.O.R./F.O.T.; 
free delivered; F.A.S.; F.O.B.; 
C. & F.: CLF; freight or 
carriage paid; ex ‘ship: and ex 


| quay. 


Differences easily traced 


The definitions are arranged 


| in annotated synoptic tables from 
| which the extent of agreement 


or difference existing in different 
countries in the interpretation of 
any particular trade term can be 
readily determined. 

In addition to the factual 
manual Trade Terms, the LC.C. 
also drew up a set of inter- 
national rules for the uniform 
interpretation of the principal 
trade terms used in foreign trade 
contracts. These rules’ were 
intended for the optional use 


| of businessmen who prefer the 


certainty of uniform _ inter- 
national rules to the uncertain- 
ties of the varied interpretations 
of the same terms abroad. 

The Chamber's action was 
prompted by the need for a 
common code by which parties 
to a contract might eliminate the 
misunderstandings and disputes 
which frequently arise from the 
differences of trading practice in 
their respective countries. 

This earlier publication has 
now been succeeded by a 
thoroughly revised edition en- 
titled Jncoterms 1953, which 
provides an up-to-date set of 
rules broadly in line with the 
current practice of a majority 
of businessmen engaged in inter- 
national trade. 
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to-morrow (Friday) afternoon. 


Ihe appointment of a paid 
professional general secretary; 

The admission of a new and 
much wider class of associate 
members; and 

The introduction of a tech- 
nical examination on_ lines 
similar to those of the Institute 
of Incorporated Practitioners 
in Advertising’s examination. 

Appointment of a professional 
secretary, states the annual report 
should relieve the honorary 
officers of much burdensome 
routine and enable them to 
undertake much more creative 
work for the Institute. From 
December 1 the general secre- 
tary of the Institute will be 
Mervyn Thomas, principal of a 
tirm of professional secretaries, 
and the Institute’s address will be 
Hastings House, Norfolk Street, 
W.C.2 (Temple Bar 4941/2). 

The membership proposals in- 
volve two major changes. A 
basic common membership will 
be substituted for the present 
members and Associates, and the 
latter will have a vote and be 
eligible for election to the 
council. And a new group of 
associate membership will be 
open to people who can satisfy 
the council that, whether in 
practice or not, they possess a 
thorough understanding of the 
principles of public relations and 
are qualified professionally to 
undertake the work. 

The proposed technical exami- 
nation would be in two parts. 
Intermediate and —_ 

a the Institute 
for 1953 is 391, an increase of 
15 on the 1952 figure. 


WHAT DO YOU 


KNOW ! 


John C. Sutcliffe, public re- 
lations officer, Westminster City 
Council, and a member of the 
Institute of Public Relations, will 
be on the air on Saturday as 
one of the experts in the B.B.C. 
programme, What Do You 
Know? The topic about which 


he will be quizzed will be 
municipal election procedure. 
What Do You Know? is 


written and devised by John P. 
Wynn, another member of the 
Institute; the programme is pro- 
duced by Joan Clarke. 

Mr. Wynn's engagement to 
Miss Clarke was announced by 
Franklin Engelmann, the quiz 
master, at the recording. 

* 


ok * 
4ddressing the Publicity Club 
of Nottingham, Sybil Weir, a 
director of Thomas Swarbrick 
Ltd., cited the Queen as “the 
greatest woman exponent of 


Public Relations | 
Institute plans exams, 
new membership class 


AR-REACHING development plans will be considered 
by the Institute of Public Relations at its annual meeting 


They include:— 
pu hlic 


said 


relations.’ Her Majesty, 
Miss Weir, “never fails in 
little human touches” and _ pro- 
vides the complete answer to the 
assertion that “it's @ = man's 
world.” 


FACT FINDERS 


Useful booklet being circu- 
lated to business men in the 
district outlines Islington public | 
libraries’ commercial and in- | 
dustrial information § service. | 

Hiow often do you want some 
information that is vital to your 
work and spend hours trying to 
track it down? it asks. 

Then it lists a really remark- 
able range of queries which can 
be answered. 


The Board of Trade — 


the reference library rom 
which the scheme operates, with 
daily information’ on export | 


trade and market trends. 


VERSATILE 


Proving his versatility is A. 
Eden-Green, former borough 
council P.R.O. now with 
Wedgwood at Barlaston. 

Journalists who covered the | 


opening of the Wedgwood Room 
at Marshall & Snelgrove received 
a neat folder containing all the 
facts about the pottery and china 
The Wedgwood Room scheme | 
is an example of good public 
relations, sound marketing tech- | 
nique——better business. 


of * ca 


a... outstanding example of 
press relations was pro- 
vided with the recent publication 
of the Government's latest 
White Paper on commercial tele- 
vision. Three bad mistakes 
were made: 

@ The trade papers were not 
invited to send representa- 
tives to the press conference 
called by the Postmaster- 
General. 

@When they asked if their 
reporters could attend they 
were refused without a 
satisfactory explanation. 

® After statements had been 
made of vital interest 
to these journais no attempt 
was made to give them the 
story. 
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METALL 


The BRITISH 
of MET 


JOURNAL 
ETALS 


——— 


KENNEDY PRESS L10 
50 TEMPLE CHAMB 


’ 31 KING ST WEST © MANCHESTER 3 
TEMPLE AVENUE © LONDON EC. 4 


M? 


ferraniacolor 
FILMS 


F ERRANIACOLOR is the latest and most thril- 
ling colour process for professional and amateur 
photographers, yielding beautiful transparencies in 
natural colours. Ferranmiacolor can be easily proces- 
sed by the user and resuits can be seen a couple of 
hours after making the exposures—no longer is it 
necessary to wait several days, or weeks, whilst films 
are being processed by a centralised laboratory. 

Ferraniacolor films are available in 35 mm. 20 exposures, 
in cassettes @ Ne pius 3/tid. P.T. of F20 roll flims 
a 9 1d. plus > 2d. P.T. 

for free booklet 


“How to Use terramacoior Film"’ send a 
postcard to Neville Brown & Co. Ltd. 77 


Newman St., W./ 


SADDLES 


SILK 
STOCKINGS 


Leicestershire Women, 
foo, go in for ‘15 
dener’—they like that 
million-dollar feeling 
whether at a Hunt Ball 
or a Village Dance. 


ai Conn GS 
SILK SCREEN ARTS L? 


97 SHIRLEY ROAD. CROYOON 
ADOISCOMBE Bt41-8 


HIGHEST GRADE SPELOY SERV Ci 
CLEAN / SHARP ) EXPRESS / 
CRAFTSMANSHIP DELIVERY 


“SDAY-GLO”? printers 


Even Luxuries are a good 
market in the 


LEICESTER 


British advertisers anxious to 


increase their trade with 
Denmark should investi pate the 
possibilities of EksTRAs.ADET, 
the largest Evening Daily. Pub- 


lished by Politiken, Denmark's ADVERTISER 
famous Morning Nation | News- 

paper, it still offers adequate + 

space facilities. Full det from § HOP WIND O W 


of the County-folk 


iat 
PLANNED 
PACKAGING 


CRANE-DEBENHAM LTD., 


69, FLEET STREET, LONDON, E-C-4 
Central 2811 


.+.@ symbol of 


—____-_-_-_-___-- oom 


PADDINGTON 
ADVERTISING 
COMPAN*: 


WILLIAM W. CLELAND LTD 
PRINTERS AND BOXMAKERS 
STAPLE HOUSE, CHANCERY LANE 


Pree: TG i om o ow 


37 SPRING STRE w.2. 
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GREETINGS FROM 
AMERICA 


GioopwiLL telegrams arrived in 
—_ at the luncheon given by 
members of the staff of McCann, 
Erickson last week to JT. C. Grant 
to mark the completion of his first 
25 years with the agency (of which 
he is a founder member). They 
came from newspaper advertise- 
ment directors, agency people and 
other advertising friends, and a 
huge “blown up” greetings telegram 
from the staff was also much in 
evidence. 


From America, H. K. McCann, 
chairman of the American com- 
pany, and “Bill McKeachie, chair- 
man and managing director of the 
London company (who is now on 
a visit to the States) also sent their 
best wishes. At the luncheon, a 
“stag” affair held at Londonderry 
House, Mr. Grant was presented 
with a gilt and walnut clock from 
the whole staff, whom, later in the 
day, he entertained to a party. 


Mr. Grant's strong suit is media. 
Alter the first world war, he joined 
Saward Baker's statistical depart- 
ment but subsequently became 
assistant media manager to the late 
Walter Larkins. He moved to the 
H. K. McCann Co., as it was then 
called, when it was founded in 
November, 1928, as media man 
ager, became director in 1934, and 
gencral manager four years ago. 
aun the last five years he has 

n McCann's nearly double its 


=" keen sportsman who used to 
play cricket, football and bad- 
minton, he still carries on with golf 
and looks fit and younger than his 
58 years. 
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Ladies in the limelight 


Nor EVERY advertising person 
can boast having had two famous 
film stars 
among his 
(or her) col- 
leagues. One 
who can is 
Miss Mabel 
Blackmore, 
who has just 
retired from 
the advertis- 
ing manager- 


ship of Van 
den  Berghs. 
They were 


Greer  Gar- 
son, who, I 
am informed, 
was in the 
Lintas library 
in the early 1930s, and 
S who was an account ex- 
ecutive. The eagerness with which 
these two used to discuss the shows 
they had seen is still remembered. 
At a luncheon in her honour at 
Hyde Park Hotel on Friday, Miss 
Blackmore was presented with a 
television set by G. L. Salton, 
joint managing director. G. R. 
Pope, Leslie W. —— A. & 


Morison, Stuart 
Hull, John Rosswick, W. * Memory 
and A. W. Burnett were among 
leading advertisement men who sent 
tributes. 


KENT MESSENGER 


‘GROUP 


SOUTH EASTERN 


CHATHAM 


GAZETTE OBSERVER 


HEAD OFFICE: MAIDSTONE 3388 __LONoON 80, a st 


CENTRAL 7500 


Since her appointment as adver- 
tising manager in 1934 Miss Black- 
more has been responsible not 
merely for large food advertising 
campaigns, but also for the produc- 
tion and distribution of some 13 
million cookery booklets and leaf- 
lets and for the organisation during 
the war years of the Stork 
Margarine “er Service. 

a” * 


First oioies advertising and 
publicity manager of Innoxa wi 
| oes Rothschild. who goes there 
next Tuesday. 
Since com- 
ing out of the 
A.1.S., where 
she did Intel- 
ligence work, 
Miss Roths- 
child has had 
two _ jobs: 
with Colman, 
Prentis and 
Varley, with 
whom, after 
working in 
most depart- 
ments, she 
became assis- 
tant space 
buyer, and, 
for the last two years, as advertising 
and publicity manager of Harella. 
* - a 


Furry distinguished years in 
—— and bookbinding were cele- 
rated by The Garden City Press, 
of Letchworth, at a Golden Jubilee 
luncheon at the Connaught Rooms 
last Friday. Sir Eric Macfadyen, 
chairman of First Garden City Ltd., 

recalled that the Press was the first 
business concern to believe that the 
Letchworth Garden City project 
would work. 

Two remarks by the Press's chair- 
man, J. Bowes Morrell, are worth 
remembering: “I have no objection 
to idealists—as long as they keep 
accounts!” and “Printing is an art 
as well as a craft. Good machinery 
is not enough.” 

The Lady, Colliery Guardian, 
Family Doctor, Accountancy, Good 
Motoring, and Midbank Chronicle 
are among the journals printed by 
the Garden City Press, 

5d * * 


ANY PRESS agent who wants to 
hold a party in “different” sur- 
roundings should have a look at the 
new Penthouse Suite recently opened 
at the top of the Dorchester Hotel, 
Park Lane. 

Designed and decorated by Oliver 
Messel, the suite has the appearance 
of a leafy arbour. Rustic gates take 
the place of doors, and the handles 
represent golden birds on branches. 
From the mirrors which surround 
the walls grow golden trees 

Fountains play on the balcony 
outside. I stood out there the 
other night and watched — the 
lights of London twinkling far 
below. The effect is claimed to be 
like that of Paris or Rome. But 
F. A. Nicholson, of Legget Nichol- 
son & Partners Ltd., told me it was 
very much like New York, on a 
smaller scale. He should know 
because only a few months ago he 
was having what he describes as the 
“terrific sensation” of standing on 
top of a New York skyscraper. 


le es 
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WHEN HE LOST 
A FORTUNE 


ALN ENGAGING habit of Jesse 
Scott, presiding genius of Statistical 
Review, is to insert a bit of quite 
irrelevant but comforting homespun 
philosophy at the end of his preface 
to his quarterly spate of facts and 
figures 

In the latest issue he tells how. 
anxious to meet his “current bit of 
luff.’ he sold his option on some 
land following an oil sirike and 
“went off to enjoy a most pleasant 
holiday in the Ozark Mountains.” 


He continues, “My partner 
became a millionaire. The girl and 
| soon parted company. A _ sad 


story? Yes—in a way—but [ still 
eat regularly, and while I'm no 
fighting cock, I manage to get 
around under my own steam. My 
oil millionaire ex-partner? Alas, he 
passed on almost 20 years ago—and 
he couldn't take it with him.” 


Colour and cash 


AT THE British Direct Mail 
Advertising Association dinner, 
Hubert ughton, taking a_ sly 
giance at one of the guests, a 
G.P.O. official. recalled that it was 
the late Sir William Crawford who 
was responsible for introducing the 
greetings telegram. He went on to 
suggest that the B.D.M.A.A. and 
the G.P.O. should persuade the 
inland Revenue to send something 
more colourful in the way of re- 
ceipts. “It would be very much 
better than an envelope in the same 
colour, with a nasty little window, 
which makes us think, we've got 
another notification,”’ he said. 


* * ” 


“PURE MALT Whiskey, six years 
old, 14s. per gallon” is an advertise 
ment in the April 18, 1816, issue of 
Gore's General Advertiser. No 
wonder it inspired the heading 
“Those Were the Days” in a most 
interesting article in the November 
issue of /raq Petroleum. 

The front page, reproduced with 
its original printer’s corrections by 
guill pen, contained advertisements 
for “Virginia and Maryland Tobac- 
cos; pickled Butter, Irish Hams, 
and Bacon; Bear Skins and Cane 
Reed; 100 hogsheads of Claret and 
four cases, each containing six dozen 
of White, sparkling Champagne; 
Turkey Figs (pulled very fine); also 
Fine Cloth, Hair, Tooth sg Nail 
Brushes, suitable ‘for the W. India, 
American and other markets .. . 

On the other hand, what would 
the A.I.D. committee say to this 
one: “Coffee Plantation . . . situ- 
ated in the colony of Berbice, 500 
acres of Land and about 160 
slaves...” 


Contact 


WEEKS WISECRACK 


“nw 


“Why provide special chairs 
for the council of the 
Advertising Association? 
Don’t they sit on enough 
things already?” 
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AMA MOY 
224000 fold, 


It’s a story worth telling! 
Getting off to 
a good start in 195], 


| 


has risen steadily 
until today it exceeds 
l the guaranteed 
DA Ray P| ANY WLpukg Oe “ed . 

face hd SN i SES Je figure of 220,000. 
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FAS 
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truly the world’s top film magazine 
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€1 million a month more is being spent on 
press ads this year COMPARISON OF THE 


INCREASE IS SHARED BY ALL MEDIA 


J, XPENDITURE on press display advertising this year is 

running at an average monthly level almost £1 million 
higher than in 1952. This is revealed in the latest issue of 
the “Statistical Review of Press Advertising” which records 
an aggregate expenditure of £13,365,093—an increase of 
21-74 per cent on the corresponding quarter of 1952. 


All classes of media shared in 
this increase, but some were out- 
standing, states the Review. For 
example, London evenings which 
showed a fali of 0°67 per cent 
in the third quarter of 1952, now 
show an increase of 33°75 per 
cent; provincial dailies (a decline 
of 2°76 per cent in the 1952 
third quarter) now register an in- 
crease of 37°2 per cent; maga- 
zines (1°56 per cent down in the 
third quarter of 1952) are now 
up 11°31 per cent. The largest 
increase of the lot was in the 
provincial and suburban weekly 
group, which is almost 50 per 
cent up on 1982. 

The Review adds: “During the 
first nine months of 1953 we have 
recorded expenditure on display 
advertising in the press amount- 
ing to £42,210,214, an increase 
of 25°98 per cent on the total 
for the corresponding period of 
1952. In actual figures the in- 
crease is £8,703,705. Thus ex- 
penditure in 1953 has been run- 
ning at an average monthly level 
almost £1 million higher than in 
1982 


Government spends less 


The advertisement revenues of 
London and provincial morning 
and evening and national Sunday 
newspapers have all risen by 
about one-third between the two 
years. In the provincial and 
suburban weekly newspapers the 
relative increase is even greater 
at almost 44 per cent. For maga- 
vines and technical and trade 
journals there were rises of be- 
tween 14 per cent and 15 per 
cent. Of the total increase of 
£8,703,705 no less than £6,825,052 
went to newspapers.” 

Expenditure by the Govern- 
ment on press advertising regis- 
tered a further decline last 
quarter, the recorded total being 
£190,936 compared with £221,305 
in the preceding three months, 
and £222,192 a year ago. 

Last quarter's expenditure on 
noutahald soaps and detergents 
was the highest ever recorded. 

The past quarter — holiday 
months notwithstanding saw a 
further rise in aggregate expendi 
ture to £746,791, an increase ot 
some £70,000 on the previous 
three months, and some £274,000 
more than the total spent in the 
third quarter of last year. 

Ihe most heavily advertised 
brand during the past three 
months was Tide, for which 
£137,820 was recorded Persil 
with a total of £102,633 took 


greetooe kare 


Car ads break all | 


records , 


; The “Statistical Review” 
reveals that in October motor- 
car advertising broke all re-4 
»cords at £286,000 for the one 

month. , 
+ “We cannot remember any 
, advertiser in any industry ever 
+spending a comparable figure 
} in one month,” the “Review” 4 
adds. ? 
+ Totals recorded are: Ford, 
lover £96,000; Austin, £30,000; 


Morris, £22,000; Hillman, 
£19,000; Jaguar, £14,000;) 
Standard, £14,000; Humber, 
£12,000 ‘ 
 eeeoe- eoceoeo 


second place, followed by Daz 
£96,782 and Rinso £96,747. 

During the nine months Janu- 
ary to September advertising of 
these products to a value of no 
less that £1,926,322, has been 
checked, some £778,000, or 70 
per cent more than the aggregate 
for the same period of 1952. 

There were still bigger con- 
fectionery campaigns, particularly 
for chocolates. he quarter's 
total reached £253,558, which the 
Review describes as “a quite un- 
precedented figure.” 

Mars spent £154,130 during the 
quarter. Other notable increases 
in expenditure were noted on: 

Biscuits, the quarter's total of 
£158,189 being some £60,000 
more than in the September 
quarter last year; 

Cheese —-£41,692 against £3,286 
in the first quarter of the year; 

Bread—£50,175 against £29,842 
in the June quarter; 

Flour—£38,416 against £20,201 
in the June quarter; 

Gas, electricity and coal 
£120,183 against £40,678 in the 
corresponding quarter last year; 

Motor oils and petrol, £526,327 

almost £300,000 more than a 
year ago. 


OLD SLOGAN BY 
REQUES1 


Sewing Week, next year, 
be from March 6-13. 

By popular demand the slogan 
“Sew, Save and be Smart” has 


will 


been reintroduced. This was 
one of the early Sewing Weck 
slogans. 


QUARTERS’ SPENDING 
3rd qtr 3rd qtr Rise 
1952 1953 percentage 
= £ 
London Mornings 3, 055, 866 | 3,759,866 +23-04 
London Evenings 706,768 891,878 + 26°19 
National Sundays 1,256,330 | 1,556,537 + 22-92 
Provincial Dailies 1,325,318 1,818,345 + 37°20 
Provincia) and Suburban Weeklies 381,224 | 571,695 +49°96 
Magazines 3,436,136 3,827,426 +1131 
Technical 389,980 | 459,166 +17°74 
Trade 417,101 i” 480,180 | +15-12 
Total £10,978,723 | £13,365,093 | + 21-74 


Free air time for sample offers to 
test Radio Luxembourg impact 


Free air time will be given by 
Radio Luxembourg for four or 
five commercial spot announce- 
ments offering listeners free 
samples in a new weckly series. 

This plan, designed “to 
demonstrate to British adver- 
tisers new to radio the immense 
impact of the medium,” will 
start early in the new year—or 
before if sufficient advertisers 
want to participate earlier. 

The spots will be offered in 
half-hour musical programmes. 
Any advertiser with a suitable 
product who is prepared to 
supply free samples to applicants 
from listeners is invited to take 
part. Booklets and catalogues 
may be substituted for samples 
where such literature has some 
intrinsic interest, like recipe 
booklets. 

Each programme will be com- 
pered by a well-known Radio 
Luxembourg personality. Com- 
petitive products will not appear 
in the same programme. Two 
broadcasts per product will be 
permitted during the series. The 
spot announcement must be con- 
fined to a 75-word description of 
the sample offer which must 


include the manufacturer’s name 
and address. 

The series will be 
for several 


e 
1 


broadcast 
weeks and all mail 


Cook's Display Productions Ltd. erected this sign on the Boro’ 
The background blow-up of the “ 
classified advertisement page covers 295 s 
superimposed are in 


site in’ the 
Standard's” 
paper. The cut-out 
Design is by W. 


Strand, London 


letters 
S. Crawford Ltd.., 


will be sent by listeners direct 
to advertisers for attention. 
Radio Luxembourg will require 
a formal undertaking from par- 
ticipants guaranteeing sufficient 
samples to meet all demands, and 


advertisers will be asked to 
inform Radio Luxembourg of 
the number of applications 
received. 


New motor maps 
carry ads 


A new advertisement medium 
is offered by a series of road 
maps for motorists featuring 
hotels and restaurants for gastro- 
nomes. 

The maps, distributed by 
hotels, cover special journeys. 

Initial print order of each 
map is 25,000. They are also 
being distributed by every over- 
seas office of the British Travel 
and Holidays Association, by 
B.O.A.C., Silver City and Sabena 
airlines, Cunard line and car 
hire firms. 

Publishers are Motor Maps 
Ltd., directors of the firm being 
Claude Page, director of Good 
Publicity Ltd., John Eason Gib- 
son, editor of Auto-Course and 
C. E. Tresise, managing director 
of Tresises Ltd., printers. 


garden 
Evening 
t. of photographic 
fluorescent colours 


and the agents are Poster Services [td 
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We Hear 


of 
Master Printers’ salesmanship cam- 
* * * 


It is estimated that close on a 
million pounds worth of orders for 
private motor cars were placed at 
the Scottish Motor Show, which 
closed at Kelvin Hall, Glasgow, on 
vay A night after having been 
visited A 167,127 people. 

* * 
sedi at the Cycle and 
Motor Cycle Show at Earls Court 
last week was 187,091, over 4,000 
more than last year. 
* * Sd 
new window-dressing service 
Pa Double-Two shirts has been 
launched by the manufacturers, 
The Wakefield Shirt Co., Ltd. Dis- 
lay material is being provided on 
oan to retailers. 


NOVEMBER 26, 


Bread coupons 


A coupon scheme has _ been 
launched for Vit-Be brown bread. 
Two coupons are attached to each 
wrapper. Ninety coupons are 
worth a packet of paper serviettes 
or a packet of doylies, while a ball- 
point pen can be obtained for 180. 

a cs * 

Greer Garson, visiting the Lord 
Provost at Glasgow City Chambers, 
was presented with a wallet made 
of the Buchanan tartan containing 
publicity booklets for next year's 
Scottish Industries Exhibition. 

ok ok ok 

The Lord Mayor of London, Sir 
Noél Bowater, is to launch an ap- 
peal for the St. Bride Printing 
Library on Monday, at a mecting 
at the St. Bride Institute, Fleet 


Street. 
* ok * 

A total of 1,769 pictures was 
submitted by 206 press  photo- 
graphers for the sixth British Press 
Pictures of the Year Competition 
sponsored by the Encyclopaedia 
Britannica and the Institute of 
British Photographers. 

ok ok co 

In order to stimulate interest in 
speedway racing, Speedway World 
has organised a Brains Trust, com- 
prised of leading members of all 
sides of the sport, to visit vanous 


parts of the country. 


John D. Troup, publishers o 


“The 
Steam Engineer” and “The In- 
dustrial Heating Engineer,” had this 


stand at the National Fuel Efficiency 
Exhibition at City Hall, Deansgate, 
Manchester. 


Sol 


Publications News and No 


‘Top gear’ changes 


to monthly 
Gear, the Scottish _ bi- 
a. motoring magazine pub- 


lished by the Munro Group, be- 


comes a menthly as from the 
January 11, 1954, issue. The 74 
page November issue, devoted to 


the Scottish Motor Show, contains 
portraits of leaders of the industry, 
pictures, with descriptions of British 
and Continental cars for 1954; 
and more than 35 pages of adver- 
tising, as well as race reports and 
technical and other articles. 

* * By 

With the object of presenting a 
digest of economic statistics a new 
monthly publication Economic 
Trends has been introduced by 
HM. Stationery Office, price 2s. It 
is designed mainly for journalists, 
business executives, _ politicians, 
economic students and others who 
need up-to-date information on 
economic developments. 

* ok * 

January 9 issue of John Bull will 

contain a five-page holiday guide. 
Ba ok * 

The December Everywoman is a 
record issue of 128 pages. It con- 
tains 64 pages of advertising for 
the third month running. Included 
is a 12-page detachable supplement 
on Christmas gifts. 


3-D operations 


November issue of Medicine 
IMustrated carries a separate supple- 
ment showing 3D illustrations of 
hospital cases and operations in pro- 
zress. Coloured spectacles are pro- 
vided. The journal and two stereo- 
scopic viewing boxes are now being 
shown at the London Medical 
Exhibition. 

* * ok 

This aes IMustrated contains 
an 11-page supplement, compiled by 
Ruth ie. devoted to a Christ- 
mas preview of toys and games. 
Illustrated has distributed 15,500 
units of display material tying up 


with the supplement to retailers 
throughout Britain. 

* * * 
Since the present management 


took over on June 1 the circula- 
tion of Fishing News has shown 
an increase of 25 per cent, states 
a promotion piece now being 
distributed. 
* * ok 

The Purchasing Bulletin will have 
a new format from the January 6 
issue, It will be printed through- 
out instead of partly duplicated as 
hitherto. Advertisements will be 
restricted to four pages. 

* * 

Farming News, which claims to 
be the only Scottish farming paper 
to give an A.B.C. figure, carried 
three pages of motoring advertise- 
ments for the Scottish Motor Show. 
It is published by the Munro 
Group. 


‘Sunday Pictorial’ 


In last week's survey of Sunday 
Newspapers it was stated that the 
Sunday Pictorial was launched by 
the late Sir Edward Hulton in 1915. 
In fact, the Pictorial was started 
by Lord Rothermere, then principal 
owner of the Daily Mirror. The 
Sunday Pictorial has always been 
one of the Daily Mirror Group. 


The Business Efficiency bition 
at Newcastle-u yt -Tyne s the 
subject of a achable 


r-page 
(text size) supplement p: ed by 
the Newcastle Journal on open- 
ing day. The supplemen s well 
supported by national local 
advertisers. 
By * 

The Times Weekly Review this 
week includes a 12-page strated, 
Survey of Northern Ire! fully 


supported by advertising 
* ok 4 
A loose inset advertises ont for 
Ferrersflex in last week’: 
Leather News is claimed 4. being 
the first use of fluorescen( printing 
for advertising in the shoe trade 
press. 


New literary journal 


The first number of The London 


agazine, a new literary journal 
edited by John Lehmann, appears 
on January 15. It is to be non- 
political and entirely licrary in 
content, a" although it is sup- 
ported the Daily Mirror, the 


editor tt a complete editorial 
control. London Magazine 
will retail pt 2s. 6d., and, it is 
claimed, will be the only national 
monthly in this country devoting 
itself ~_— to . aad matters. 

" 

The Daily Telegraph World Map 
is now being published with two 
supplementary maps showing the 
route being taken by H.M. The 
Queen and the Duke of Edinburgh 
during their Commonwea!th Tour. 
It is selling at 2s. 6d., the same 
price as the original World Map. 
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Dominant full colour 


posters, 
9 ft. by 6 ft., will be appearing 
during the coming months for the 
Financial T on selected train 
indicator sites throughout London 
and the provinces. The posters are 
hand-painted in oils and reproduce 
the original design created for the 
“Financial Times’ by Abram 
Games. Benn & Cronin, Lid., 
25 Grosvenor Place, S.W.1, are the 
contractors responsible for carrying 
out the work. 
BS ab Ba 

To commemorate the S0th anni- 
versary of the Wright brothers’ first 
flight at Kitty Hawk, North 
Carolina, Flight (Associated Iliffe 
Press) is publishin special 
number entitled Fifty Years of 
Powered Flight," on December 11. 


* * * 


Model Ships and Power Boats, 
published monthly at Is. by Per- 
cival Marshall & Co., Ltd., will be 
double the price and double the 
size as from the January issue and 
will be renamed Ships and Ship 
Models. Format and advertise- 
ment rates will remain unchanged. 


* ADVERTISING MANAGER'S CORNER | 


we can be he; 


and we can be 


distinctive 


-/oweards, 


U.59 and All That 


Many of our happiest associations have developed 
from an S.O.S. received at the last minute from an 
advertising manager with his back to the wall. We 
have acquired « reputation for coming to the rescue 
of clue-less clients who remember us when all other 
means of succour have folded up. This is all very 
well, but we'd like to point out that the best brain- 
children are no' always born in the vestry. True, 
ful without any notice at all, but 
give us a day or two to chew your problem over 
positively brilliant. 


clever cut-outs by 


HARRIS 


THE FIR 
HARRIS ADVERT! 


WITH EXPERIENCE 


wate 1 29-30 KINGLY STREET, LONDON, W.! 
REG 32954 
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ADVERTISER'S WEEKLY 


ROOSTER 
PUBLICITY LTD. 


for 


MITCHELL 
ENGINEERING LTD. 


(Food Machinery Division) 


.. to tell food manufacturers and can- 
ners about the JONES-MITCHELL 
Patented Hydro-System Process Pea 
and Bean Canning Equipment. These 
units can be fitted into any existing 
layouts and form complete canning 
lines, saving considerable space. 


FOOD MANUFACTURE 


Stratford House, Eden Street 
London, N.W.1 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


4 | YHE specialised monthly 
journal dealing with all 
civil engineering in which 
earth-moving and earth- 
moving equipment are in- 
volved—open-cast coal and 


iron ore, hydro-electric 
developments, land — re- 
clamation, harbours and 


docks, coast defence works, 
river widening, canal con- 
struction, ete, 


MUCK SHIFTER 
and Public Works Digest 
is another publication of the 
DNARD'# 


MANUPACTURING CHEMIST 
rInRnEs (NATURAL AND SYNTHETIC) 
PAINT MANUPACTURE 
WORLD CROPS -ATOMICS 
FOOD MANUFACTURE 
POTTERY AND GLASS 
BUILDING DIGEST 
MUCK SHIFTER 

PETROLEUM 
CHEMICAL AND PROCESS 
ENGINEERING 
All published at 
Stratford House 
Eden St., London, N.W.1 


Specimen copies on 


request 


| 
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Current Advertising 


THREE LEADING ACCOUNTS MOVE— 


Cooltipt 


Dorland Advertising Ltd. have 


| acquired a major cigarette 
account. As from January 1! 
they will be the agents for 


Abdulla Cooltipt cigarettes. 
A campaign is being planned 
which will cover national news- 


papers, magazines and dealer 
display material. 
Latest figures indicate that 


over £18,000 was spent on press 
advertising for Cooltipt cigarettes 
between March and September 
this year, 


Alligator 


Rex Publicity Ltd. have been 
appointed to Eendis a leading 
rainwear account—-Alligator 
Rainwear Ltd. Plans are now 
being formulated for a campaign 
which is expected to break early 
next year. 


Conway Stewart 


The Conway Stewart fountain 
pen account has moved to City 
& General Advertising Ltd. They 
took over the account last 
Friday. Work has begun on a 
new campaign. It is expected to 
be similar to previous schemes 
for Conway Stewart. 


Agents for next 
year’s Radio Show 


The public relations committee of 


the Radio Industry Council has 
again appointed Rumble, Crowther 
& Nie Ltd., as advertising 


agents for the National Radio Show 
to be held at Earls Court, from 
August 25 to September 4, next 
year. They have been agents for 
the show since 1947, and will again 
work under the direction of the 
Public Relations Committee — of 
which the chairman is Walter York 
of E. K. Cole Ltd. 

Other members of the committee 
are: R. Arbib (Multicore Solders 


Lid.), A. Clarkson (G.E.C. Ltd.), 
F. Jeffrey (Murphy Radio Ltd.), 
F. Jones (Marconiphone — Ltd.), 


N. C. Pratt (Philips Electrical), R. P. 
Raikes (Marconi Wireless Telegraph 
Co., Ltd.), W. F. Taylor (Telegraph 
Condenser Co., Ltd.), E. BE. Walker 
(Metropolitan-Vickers Electric Co., 
Ltd.) and G. P. Wickham Legg 
(Bush Radio Ltd.). 


Stand design won 
competition 


The Triumph Cycle Company's 
stand at last week's Cycle and 
Motor Cycle Show was in alloy, 


designed in the form of a gantry 
with the cycle suspended trom it. 
The design won in open competition 
among the architectural students at 
Coventry School of Art, and was 
submitted by P. J. Eaves (23) and 
B. R. Holliday (19), both students 
there. The prize was offered by 
the exhibitors. 


Sausages from Belfast 


A four-month campaign for 
Purity brand Irish pork sausages 
has been launched in London even- 
ing newspapers using 11-inch triple 
and 8-inch d.c. spaces. 

The manufacturers, Belfast Food 
Products Ltd., have appointed 
Osborne-Peacock Co., Ltd., who 
have a Belfast office, to handle the 
campaign. 

The scheme is featuring a new 
character, Purity Pat, an animated 
sausage. 


Handling direct 
The Strand Lithographic Co., 


Ltd., state that they are now hand- 
ling their advertising direct. 


When the 3. Walter Thom 
advertising of Kraft Foods Ltd. they welcomed executives from the Kraft 


head office in Chicago. 
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New orange drink 


next week 


_ A new soft drink called Sunfresh 
is being launched next week by R. 
Fry and Co., Ltd. of Brighton. 
Patents for Sunfresh, which is a 
concentrated drink made from whole 
oranges, are held by O. R. Groves 
Ltd., who also have the patents for 
Sunkap which, as recently reported, 
is being marketed extensively 
through dairies throughout the 
country. 

Sunfresh is being manufactured 
and bottled under licence by R. 
Fry. It will sell at 3s. a bottle and 
there will also be a Sparkling Sun- 
fresh, which will sell at sixpence a 
7 oz. bottle. 

Publicity will be confined initially 
to the Brighton area. Half-pages 
are being booked in local news- 
papers and there will also be a 
poster campaign. A series of three 
direct mail shots is being sent to 
wholesalers. The advertising will be 
handled direct for the time being 
but agents are in the process of 
being appointed. 


pson Co., Ltd., presented plans for the 1954 


In the picture are (left to right) J. Tasker, account 


executive of the J. Walter Thompson Co., Ltd., Charles G. Wright, general 
sales manager and vice-president, Kraft Foods, Chicago, Frank W. Frost, 
managing director of Kraft, Great Britain, William O. Beers, vice-president 
in charge of foreign operations, Kraft, Chicago, and director of Kraft, 
Great Britain, and A. E. Fletcher, advertising assistant to Mr. Frost. 


06666666 
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Publicity Ltd., from January 
facturers, to S. C. 
January 1. 


NEW ACCOUNTS 


Ltd. (London evenings), 


Baker Sportswear Ltd., 


Holmes & Co. 
Publicity Co., Ltd. (Derby). 


NEW CAMPAIGNS 


magazines. 


ACCOUNTS MOVING 


Abdulla Cooltipt cigarettes (national newspapers and maga- 
zines) to Dorland Advertising Ltd., f 
dresses, made by D. & M. Cash (Wholesale) Ltd., to Legget 
Nicholson and Partners Ltd.; A.C.V. Sales Ltd., to Crane 


Peacock Ltd. 


Alligator Rainwear Ltd. to Rex Publicit 
Stewart fountain pens for City & General Advertising Ltd. 


Purity Irish Pork Semen made by Belfast Food Products 
or 
Danaura Ltd., makers of Venetian blinds, Platt Metals Ltd., 
Broadway Confectionery Co., Ltd., and Danco Export & 
Import Ltd., for White & Carter Ltd.; Riservato Partners Ltd., 
George Morel 
Ventilating & Heating Co., and N. & J. Sherick Ltd., for 
David Macaulay Advertising Ltd. 


(Printers’ Engineers) Ltd. for 


Sunfresh (direct), press and posters in Brighton area; Tunis 
dates (Mather & Crowther Ltd.), national dailies and trade 
press; Davis Gelatine (Saward Baker & Co., Ltd.), women’s 


( 


rom January |; Rodney 


Docker Bros., paint manu- 
(Birmingham), as from 


Ltd.; Conway 


Osborne-Peacock Co., Ltd.; 


& Co., Potteries 


Bemrose 


errors 


ee ] | 
es — 
use | a 
—— ae 
a= .__ 
= _ 
tz 
‘ ¥ 
: a \ BA! 7 ‘ | ¥ , . 
| = aa ee 
| a — ® ATA GLANCE e : 
. | rs 
; ee | ——— | 
| ee 
+. TECHNICAL GROUPEIE 


NOVEMBER 26, 1953 


NEW ADVERTISING FILMS 


“THE NEW LIFE’—A shot from a two- 
minute film advertising OVALTINE’s 
soothing and energy-replacing qualities. 


The film opens with tranquil scenes 
of 18th-century village life —a typical 
family are engaged in healthy, simple forms 
of work and play. Suddenly, the placid 
scene changes to the * village’ to-day 
a teeming factory town. The typical family 
is NOW subjected to the petty tensions, the 
fears and dangers of machine-age life. 


Contrast again to the serenity of 
the Ovaltine farm with shots of creamy 
milk, new-laid eggs and natural malt— 
Ovaltine’s ingredients, The film ends on a 
pleasing note, with the modern family 
enjoying their much-needed evening drink 
of Ovaltine. 


Produced by THEATRE PUBLICITY LTD 
for Messrs. A. WANDER LTD 


‘RING CENTRAL 3000’, on the screen in 24 weeks 
from original suggestion, represents one of the many 
ways in which T.P. co-operates with advertisers on special 
problems. Normally, two to four months is 

required for production — as, for instance, 

“THE NEW LIFE’. 


Produced by 
THEATRE PUBLICITY LTD 


LEADING SCREEN ADVERTISING © 4 COMPANY WITHIN THE |. ARTHI ORGANISATION 


HEAD OFFICE: 124-128 FINCHLEY ROAD, LONDON, NW3 (HAM. 4424) © SALES & PRODUCTION. FILM HOU‘ ARDOUR STREET, LONDON, W1 (GER 9292) 


ADVERTISER'S WEEKLY 


‘RING CENTRAL 3000’— Opening scene 
from a one-minute colour film advertising 
the Evening Standard’s small ad's. 


Ihe film shows just how soon Classified 
Ad's can get results. A man going abroad 
wants to sell his car quickly. A telephone 
call ets his ad. in the next day's ‘Standard’— 
a buyer appears and a sale is made, 


\ harassed business man ransacks his 
Office for a file. He finds, instead, the 
*Standard” situations vacant column. The 
film cuts to the same office, now in 
perfect order, thanks to a charming and 
efficient, new secretary. 


I pisodes like these, rapidly and 
dramatically presented, gain maximum 
attention by stressing the human-interest 
angle 
Produced by THEATRE PUBLICITY LTD 
for the EVENING STANDARDS 
Advertiune Agents, WS. CRAWFORD LTD 


"These are just two exampics of films produced 

by Theatre Publicity. You are invited to showings of 
these and other T.P. productions, arranged 

at your convenience on request to 

the National Sales Manager — 

GERrard 9292. 
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This note is addressed to 
those readers of Advertiser’s 
Weekly who have seen the 
notices in recent issues 
about the Winding-Up of 
the Company which founded 
this highly successful journal 


continued for the present under a Special 
Manager so as to ensure continuity of publica- 
tion and it is expected that the business will 
shortly pass to new ownership. 


The policies which have brought the 
publication such a large measure of success in 


any important way. Production and editorial 
staff as well as the editorial direction remain 
unchanged and the Editor will welcome as in 


equipment, parts and materials for industry. 


Advertisers and their Advertising Agents 
are therefore cordially invited to place contracts 
for 1954 with full confidence in INDUSTRIAL 
EQUIPMENT NEWS. 


Kenneth Russell Cork, F.C.A., 
Special Manager, 
19 Eastcheap, London, E.C.3. 


All enquiries with regard 
to advertising space, rates, 
circulation, etc., should be 
addressed as usual to 


66 GRAFTON WAY, LONDON, W.!. Tel: EUSton 8562/63 


COPY DATE FOR JANUARY, 
12th DECEMBER, PLEASE 


* 


* 


the past, full information with regard to NEW | 
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LEN goes on 


LINO TOWN 


The Linoleum Manufacturers’ Asso- 
ciation stand at the Building Exhibi- 
tion at Olympia takes the form of 
a@ town panorama cut out in lino- 
leum. Models are inset to display 
linoleum in use in hotels, hospitals, 

, cafés, cinemas, civic centres 
and departmental stores. The floor 


| of the stand is in linoleum with cut- 


By consent of the Court publication is being | 


| Golf 


so short a time are not likely to be altered in | 


outs to represent a ‘‘blue-print.” 
The display was produced under the 
direction of Dorland Advertising 
Lid., and designed by John Bain- 
bridge, with associate designer, Eric 
Schubert Stevens. It was con- 
structed by Camden Joinery Ltd. 


Lord Mayor is NAGS 
vice-president 

Sir Noel Bowater, the Lord 
Mayor of London, has agreed to 
become a_ vice-president of the 
Newspaper and Advertisers’ Golfing 
Society. 

The annual general meeting of 
the Society will be held on Wednes- 
day, December 9, at the Canning 
Club, Hamilton Place, W.1, at 
6 p.m. 


FSCC golf plans 


Jack Everett, captain of the Fleet 


| Stveet Column Club golf circle, is 


INDUSTRIAL EQUIPMENT NEWS 


making plans for members to enjoy 
a long week-end of golf and sight- 
seeing in the West Country in Ma 
or June of next year. Details will 
be announced soon, tovether with 
the dates of next season’s meetings— 
one at least of which will be held 
at a course not previously visited 
by the circle. 


Gift to Abbey 
The New Yorker magazine has 
given $500 through its European 
manager, Coney Woodward, to the 
Westminster A 


May we visit you ? 


and confirm that whilst 
colour printing is our 
speciality we cover all fields 
of letterpress printing 


NOVEMBER 26, 1953 


Emer 
= 


bey Appeal Fund. 


2a CORSHAM ST., LONDON, N.1 
Telephone: CLErkenwell 9743 


Legal and Gazette 


NEW COMPANIES 


D. Davenport (Studio) Lid., Junction 
Mill, Margaret Street, Ashton-under-Lyne, 
Lancs. To take over as a going concern 
the business of advertising specialists 
carried on by D. Davenport (Display) 
Ltd. Nominal capital: £1,000. Directors: 
D. Davenport and Nancy Davenport. 

Ripley, Preston & Co. (Southern) Lid., 
Victoria Chambers, Fir Vale Road, 
Bournemouth, To carry on business of 
advertising agents and consultants, pub- 
lishers, printers and bookbinders. Nominal 
capital: £100. Directors: R. J. Bennet, 
R. Holmwood and W. A. Clare. 

Spey Sites Ltd., 1 Dover Street, Picca- 


dilly, W.1. Nominal capital: £100 
Subscribers: C. J. Cunnington and | 
Pollins. 


Sky Neon Aviation Co. Ltd, 11 
Stanhope Gate, Park Lane, W.1. To 
take over business of advertising con- 
tractors carried on as “Sky Neon Co.” 
at 23a Craven Street, W.C.2. Nominal 
capital, £3,000. Directors: D. H. Glover, 
1 tT. Munns, H. Law, Margaret D. 
McNeill and P. B. Lowe. 

Globe Advertising Company Léd., 
Harley Street, W.1. To take over business 
of advertisers and advertising agents car- 
ried on at Hendon Way, N.W.4, as 
“Globe Advertising Co."" Nominal capital: 
£5,000. Directors: D. Holland and Lily 
Holland. 

P. F. Burridge Consultants Lid., 20. 
Sloane Street, S.W.1, Sales, advertising, 
press, public relations, packaging, com- 
mercial and industrial consultants, Nomi- 
nal capital: £100. Directors: J. A. St. J. 
Brodrick end Ruth Burridge. 

(The above-mentioned particulars of 
new companies recently registered are 

— from the Daily Register compiled 

Jordan and Sons, Ltd., Company 
Tegheenetien > ng 116 Chancery Lane, 
London, W.C.2. 


37, 


WILL 
ANTHONY DOMINIC SEBASTIAN RON- 
coromt, of 50 Grove End Gardens, 


N.W.8, financial advertisement manager 
of the Financial Times, left £6,068 Os. 9d. 
eross, £5,932 12s. 8d. net. 


CHANGE OF apy ESS 


Associated Artcrafts Ltd., ~, 36 North 
Road, York Way, London, 7 
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@ Continued from page 453 


Emmett: Creditors hear of 
wartime difficulties 


formed in 1948 W. H. Emmett 
(Scotland) Ltd. of which the 
issued share capital was £500, 
and he held 448 £1 shares. 

From inception the affairs of 
the companies became _ inter- 
woven and no charge was made 
between each company for work 
done. 

The home company 
moderately successful and 
steadily expanded up to 1941, 
but during the war considerable 
difficulty was experienced, 
especially when all the Group 
records were lost through enemy 
action when the Chancery Lane 
Safe Deposit was destroyed. All 
the records had been lodged 
there for safe keeping. 


Costs burden 


After the war the business 
suffered from the shortage of 
newsprint and the burden of 
additional costs. However, in 
order to deal with business in 
Australia and Canada _ two 
further companies were registered 
in the respective countries and 
shares were taken up by W. H. F. 
Emmett. The Scottish company 
was also moderately successful 
in later years although a loss 
was incurred at the beginning. 

Mr. Hassell added that the in- 
creased financial instability of 
the companies must have been 
obvious to Mr. Emmett, sen., in 
the latter days of his life, but 
unfortunately he was not able 
to tackle with resoluteness the 
problems which confronted him 
in the business. 

The Group had been in the 
practice of giving a rebate to 
overseas Clients on the amount 
received from newspapers, but 
as a result of agreement with 
the nity x se Proprietors 
Association rebates were not to 
be given. But, after explanation 
had been made to one concern, 
it was arranged that rebates 
would be made through the 
overseas company, and this con- 
tinued up to the present date. 

Over the last four years these 
rebates had averaged £5,000 per 
annum, but since the war, when 
costs had been much higher, the 
rebates totalled over £45,000 and, 


was 


PHOTOGRAPHIC 
PRINTS 


Any Size—Any Quantity 
Write or Phone 
PHOTOWORK LTD. 
and 
LILYWHITE LTD. 
73 Baker Street, London, W.1 


Tel. Welbeck 0938/9 


said Mr. Hassell, ly covered 
the total deficiency of the Group. 


In addition, the business 
suffered bad debts of some 
£4,300. 

A claim was made for £20,000 
to be returned to Emmett’s for 
rebates received during the last 
four years, but agreement on the 
matter was not reached, and on 
October 27 last a letter was 
received giving three days’ notice 
that advertising was to cease as 
from October 31, 1953, thus 
severing a connection of over 
20 years. The directors of W. H. 
Emmett & Co., Ltd., realised the 
serious effect on the company and 
arranged an interview with their 
auditors and the nae ge ed Pro- 
prictors Association so that they 
would be aware of the facts. 
The N.P.A. were advised the 
total deficiency of the companies 
was some £40,000, but they (the 
companies and the directors) 
were not in a position to effect 
a moratorium, and liquidation 
seemed unavoidable. Immedi- 
ately, however, arrangements 
were made for advertising to be 
taken over by other concerns, 
and certain sums had been paid 
over for the benefit of work in 
progress. 

A representative of one of the 
overseas creditors said: “I see 
from the statements that £22,000 
comes out of the overseas com- 
pany to bolster up the other 
companies’ affairs.’ 

Answering questions, Mr. 
Hassell said as there was no split 
up in invoices, the facts could 
only be presented as they were. 
He added: “What could have 
been done is not for us to talk 
about.” 


Losses since 1947 


One creditor said the directors 
had failed in their duties, and 
had incurred debts knowing the 
companies to be in difficulties. 

No trading figures were sub- 
mitted to the meeting, but Mr. 
Hassell said there had always 
been losses in W. H. Emmett & 
Co., Ltd., since 1947. 

Cc. G. cee age (representing 
creditors) asked: “Has this com- 
pany been insolvent since the 
end of the war? It certainly 
appears so to me.” 

Mr. Hassell: “You appear to 
be right.” 

After the views of the com- 
pany concerned with the rebates 
had been given to the meeting, 
resolutions were passed for the 
appointment of H. Hassell, of 
Wilkins, Hassell & Co., 8 Queen 
Street, London, E.C.4, and L. 
Blackie, of Layton-Bennett, 
Billingham & Co., 23 Blomfield 
Street, London, E.C.2, as joint 
liquidators of each company. A 
committee of inspection was also 
appointed. 
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Pictured at last week's 
the launching of a British 
“Esquire” next spri 

announced, are (left 

Baron, the photograph t 
Nicholson, managing diitor of 
Legget Nicholson and Partner Lid., 
Norman Hartnell, the Queen's 
dressmaker, and Oscar Schoeffler, 

fashion editor of “Esquire.” 


* * * 


Alex Baird, who has been with 
George Murray (Advertising) Ltd. 
for over 30 years, is leaviny to be- 
come advertisement manager of the 
Weekly Sporting Review. For 20 
years he has been an account execu- 
tive and before that was production 
manager. 


* 7 + 


R. G. Hervey, chaiman of 
Spottiswoode Dixon and Hunting, 
Ltd. and Steele’s Advertisiny Service 
Ltd., is sailing to Kenya next week 
and will be coming home in 
February. 

* . . 

Patrick managing director, 
Dolan Davis Whitcombe and 
Stewart Ltd., returned on Monday 
from a seven weeks’ business trip 
to America in which he visited 14 
States. 

* 7 * 

Major Eamonn Rooney, publicity 
and advertising manager for Aer 
Lingus (Irish Air Lines), and his 
chief assistant, Gerald Draper, have 
returned to Dublin after discussions 
with the Vickers’ organisation at 
Weybridge where Vickers “Vis- 
count” aircraft are unde: construc- 
tion for Aer Lingus. 


* o * 


T. H. (Tim’) Traverse-Healey, 
manager of the public relations de- 
partment of F. C. Pritchard, Wood 
and Partners Ltd., who was recently 
rushed to hospital for an appendix 
operation, is making an cxcellent 
recovery and is expected to leave 
hospital next week. 

* * * 


The publicity depart: 
Birmingham azette A 
Ltd. was taken over las: week by 
Morgan McCallum, | cviously 
manager of a cinema in Kugby for 
the Granada group. ore that 
Mr. McCallum was Mi!\ind pub- 
ay Seeee of the Herr)» Industry 

rd. 


| of the 
Despatch 


* * 


Miss I. E. Franklin 
secretary of G. S. Roy 
now a member of th: 
Advertising Club of Lor 
Franklin, who has been Royds 
a number of years, wa pointed 
accountant to the « ny in 
942 and company s tary in 
1952. 


ompany 
Ltd., is 
\omen’s 

Miss 


* o 


New officers appoi by the 
Council of the Institu ublic 
Relations are presi A. A. 
McLoughlin; — vice-pr: \, Lex 
Hornsby; hon. secret Norman 
H. Rogers; hon. trea A. K. 
Vint. 


ADVERTISER'S WEEKLY 


e More news 
about people 


At the annual meeting of the 
Association of Circulation Execu- 
tives the following officers and 
committee members were elected: 
chairman, Rhys G. Thomas; vice- 
chairman, A. McNab; honorary 
secretary, A. E. Mason; honorary 
treasurer, E. Hi ;__ editor, 
A.C.E. Bulletin, A. 
mediate past chairman, G. | § 
Strode; governing committee, 
A. E. Ashwell, L. F. — 
H. F. Knox and Vernon R. 

* * * 

The following have been elected 
members of the British Sales Pro- 
motion Association: E. L. Childs 
(Shell Chemicals Ltd.), J. R. 
os (E. C. De Witt & Co., 
Lid.), P. A. Fabian (P. A. Fabian 
& Partners), V. G. Geeson (Dudle 
Turner & Vincent Ltd), J. E. W. 
Loverock (E. C. De Witt & Co., 
Ltd.), D. Patrick (Sir Isaac Pitman 
& Sons Ltd.), Peter Howell (Wat- 
ford Chemical Company Ltd.). 


Salesmen should be 
like ideal husbands 


The qualifications of an ideal 
husband are precisely those of a 
good sales manager. 

So said N. W. R. Mawle, the 
national chairman of the Incor- 
porated Sales Managers’ Associa- 
tion at the annual ladies’ night of 
the Liverpool branch, at the Ex- 
change _— Hotel, Liverpool, on 
Friday. 

The ideal husband, he continued, 
was tolerant, reliable, trustworthy, 
tactful, a conscientious worker, 
optimistic, and a sales manager 
should be all these. : 

Mrs. Vincent Doyle replied for 
the ladies. 

Fred Jones, chairman of the 
social committee, was the master 
of ceremonies and gencrous gifts 
were distributed. 


Services & Supplies 


(Continued from page 496) 


ExhibitionsDisplays 


FOR A COMPLETE DISPLAY 
EXHIBITION & PHOTOGRAPHIC 
SERVICE CALL 


Replicards Ltd. 


ARC 1178-3469 


DESIGN 

DISPLAY 

EXHIBITION 

SILK-SCREEN 

PHOTOGRAPHY 
ALL THE ABOVE 


SERVICES ARE CARRIED 
OUT IN OUR OWN WORKS 


CLIENTS ARE INVITED TO INSPECT 
407-409 HORNSEY ROAD, N.19 
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ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


MEDIA 
SALESMAN 


Young man required to sell a unique 
media proposition. Users are prin 
cipally large advertisers and orders 
obtained are substantial. The Com- 
pany is well established and its 
services are used by some of the 
largest advertisers in Britain. The 
Salesman will work in London 
Salary £520 plus commission. 


Box 6099 
Advertiser's Weekly 180 Fleet St EC4 


EXPERIENCED CANVASSERS required 
for selling space in Directory in London, 
Midlands, Western and Scottish areas 
Gjo0d commission paid, Write, giving 
full details, in confidence to 

Box 6122 Ad. Weekly 180 Fleet St EC4 
ADVERTISING COPYWRITER required 
with sound selling ideas and the 
ability to write crisp, convincing copy 
on a wide variety of technical and 
consumer products, Layout visualisa 
tion an advantage but not essential 
This job is creative, not administrative 
and demands versatility, sustained effort 
and close co-operation with Agency 
Lxecutives, Write, stating age, experi 
ence and = salary required, Gough 
Advertising, 13 Colmore Row, Birminy- 
ham, 3 


First rate LETTERING ARTIST 


required 
Staff or free-lance. Therough knowledge of 
contemporary styles and perfect finish essen 
tial. Write of telephone in first instance 
GEORGE GODMAN LID., 9 Motcomb Street, 5.W.1 
SLOane 9924 


506 


RATES: APPOINTMENTS VACANT, 3s. 6d. per line, 40s. per display panel inch. 


APPOINTMENTS WANTED, 3s. per 
classifications, 


lime, 35s. per display panel inch. All other 


per display panel inch. ~y 3 lines. a No. 


charge, one line plus 9d. covering 


postage, etc. 
advertisements under seven insertions MUST rt PREPAID. ‘Address n Advertisers 
Weekly,” 180 Fleet Street, London, E.CA4. 


Series rates all 


CHAncery 8844 (Ex. 25). 


APPOINTMENTS VACANT | 


be made 


ae Vacant: “The engagement of persons answering these advertisements must 
through a Local Office of the Ministry of Labour Employment 


ora 
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is excepted 


from the provisions of the 
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PACKAGING & DESIGN 


GOYA LIMITED 
require a keen young male 


ARTIST/DESIGNER 


ing and display studio at Amersham 


required 
required initially) to: 


salary 


The Advertising Manager, 


GOYA LIMITED 
Badminton Court, Amersham, Bucks. 


with experience to manage packag- 


Excellent prospects. Please write in 
detail stating experience, age and 
(no specimens 


PRODUCTION 


We have an excellent opening 


for an experienced young 
Agency Production or Detail 


Service man 


Write giving details of ex- 
perience and salary required to: 
Studio Manager, 


CARLTON ARTISTS LTD. 
38 Portman Sq., London, W.1 


EXPERIENCED LETTERING ARTIST. 
Good prospects for interested worker 


Write 


Hox 6144 Ad. Weekly 180 Fleet St C4 
with 
Production 
experience on trade or technical journal 
for 
with full 


ASSISTANT 
professional 


(male), aged 20-30, 
editorial and 


and feeling for design 
monthly magazine, Apply, 
details and salary required, to 


required 


Box 6123 Ad, Weekly 180 Fleet St bC4 
INSPECTOR REQUIRED 
Area. 
staff 


OUTDOOR 
by Axsency 
Please 
advised 


to cover Midlands 
state expericnece, Own 


Hox 6124 Ad. Weekly 180 Fleet St BC4 


GOOD ALL-ROUND ARTIST required, 
salary £14 per week. Write, giving 
details, 

Box 6132 Ad. Weekly 180 Fleet St EC4 

ADVERTISING MANAGER, 25-35, 
required for high-class consumer maga- 
zine. Must be energetic and have con- 
siderable experience in the field with 
necessary connections, Good oppor- 
tunity for right man. Present staff 
informed. 

Box 6129 Ad. Weekly 180 Fleet St BC4 

PRODUCTION /LAYOUT MAN required 
Keen person looking for opportunity 
to prove ability to take over dept 
will find interesting post. Essential 


BENGER LABORATORIES LIMITED 


invite applications for the position of 


ADVERTISING 
MANAGER 


AT THEIR HEAD OFFICE IN CHESHIRE 


Applicants must have a good knowledge of all aspects of 
modern publicity and recent practical experience of both 
consumer and technical advertising. The present advertising 
staff is small and will remain so, the Advertising Manager 
working in the main through the agency and outside organ- 


isations. 


The position is permanent, 
pensionable (contributory scheme). 


progressive and 
All applications, which 


will be treated in confidence, should give fullest particulars 
of experience to date, age, etc., and be addressed to -— 


MARKETING CONTROLLER, 
BENGER LABORATORIES LIMITED 
Holmes Chapel, Cheshire 


qualifications, sound knowledge typo- 
graphy, printing, production detail, 
flair for layout. South London, Details 
experience, salary required. 

Box 6125 Ad. Weekly 180 Fleet St EC4 


Leading Dealer - Service Organisation 
requires 
Enterprising Sales 
Promotion Executive 


to develop enquiries for 
window display campaigns on 
behalf of National Advertisers. 
Applicant must be man of 
ideas and ambition and able 
to create own advancement. 
Comprehensive details to: 


Box 6056 
Advertiser's Weekly 180 Fleet St EC4 


HAVE YOU EXPERIENCE OF, and 
flair for, window-dressing to the highest 
Continental standards, preferably com- 
bined with experience of salesmanship? 
A wide awake speciality light cngineer- 
ing Company are opening attractive 
showroom-cum-shop in main West End 
thoroughfare and require man or woman 
with brain-waves, keen on interesting, 
worthwhile and profitable career. 
Attention-compelling and animated 
window displays, which induce action, 
required, Salary plus payment by re- 
sults, Write fully, stating age, experi- 
ence, remuneration now carned and 
initially required. 

Box 6087 Ad. Weekly 180 Fleet St BC4 
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APPOINTMENTS VACANT 


Advertisement 


Representative 


based on London Office. Only out- 
standing men with a proved space- 
selling record and preferably some 
knowledge of the Textile Trade will 
be considered. Please write (in 
confidence) stating age, education, 


previous experience, to:— 


The General Manager, 


NATIONAL TRADE PRESS LTD. 
Drury House, Russell St., London, W.C.2 


Salary offered will be in the region 
of £1,500 p.a. and position offers 
excellent prospects to the right man 


KEEN YOUNG SPACE-SALESMAN 


required by well-known group of Fleet 
Street periodical-publishing companies. 
Commencing salary £7-8. Full particu- 
jars of age, experience, etc., in strict 
confidence, to 

Box 5833 Ad. Weekly 180 Fleet St. EC4 


CREATIVE DESIGNERS (LEEDS) LTD. 
require 
Artist/Visualiser 


Capable of wide variety of first 
class work 


General Artist 


To concentrate mainly on still life, 
fine line and scraperboard work 
Apply giving experience (which is 
essential), salary, age etc, to:- 


JACK LAMB, 41 Virginia Road, Leeds, 2 | 


COPYWRITER IDEAS MAN 


required 
prefer- 
advertising 


in busy Publicity Department, 
ably with experience in 
domestic clectrical appliances and/or 
heavy electrical engineering products. 
Aue about 25/30. Applications, giv- 
ing details of experience, age and 
salary required, to Employment and 
Welfare Manager, Johnson & Phillips 
Limited, Victoria Works, Chariton, 
London, S.E.7. 


A Techni it 
echnical Writer 
is required 
to complete catalogue leaflets and 
service manuals for aircraft electrical 
equipment. Applicants must have 
concise style and be capable of 
working from engineering drawings 
Electrical knowledge essential.Write 
stating age, experience and salary 
required to :— 


PERSONNEL DEPARTMENT 


ROTAX LIMITED 


Chandos Road, Willesden Junction, N.W.10 


to CHA 8844 (Ex 25) 
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. Young 
DISPLAY 


EXECUTIVE 
Wanted 


to take charge of a section in the 
Advertising Department of Glaxo 
Laboratories Ltd. Duties include 
responsibility for planning and ad- 
ministrative detail of medical ex- 
hibitions and displays. Similar 
previous experience essential. A 
progressive salary is offered, with 
Participation in the Company's 
Pension and Incentive Schemes. 
Apply in writing, giving evidence of 
ability and present salary to the 


Senior Personnel Officer 


GLAXO LABORATORIES LID. 
Greenford, Middlesex 


GRESHAM TRANSFORMERS 
require publicity manager with initiats « 
must be experienced knowledpe 
electrical industry essential, 
Siating age, experience and salary 


House," Feltham, Middx. 


WEST END AGENCY require Assistant 
National 
Production Depart- 
of age, 
wo 


Martin 


experienced in 
Accounts for their 
ment Write 
experience and = salary required, 
Personnel Manager, Clifford 
Lid., 33 Regent Street, S.W.1. 


handling 


xiving details 


Lib. 


of 
Write, 
re- 
quired, to Managing Director, ‘‘Gresham 


A NEW FICTION AND 
FEATURE MONTHLY 
MAGAZINE FOR WOMEN 
selling nationally, wants space salesman 

with good connections in this field 


Box 6121 
Advertiser's Weekly 180 Fleet St EC4 


| 
| 
| 


CLERK required for Advertising Depart- 


ment, Victoria area, Must have general 
knowledge of advertising production and 


routine, Accurate worker, capable of 
keeping records, Good prospects. per- 
manent position for the right man. 


Early twenties onl 


Box 6131 Ad. Weekly 180 Fleet St EC4 


VISUALISER. 
REQUIRED 


BY LONDON AGENCY 


Versatile man able to produce slick 
layouts. Good design sense and 
knowledge of typography. Previous | 
agency experience essential. State 


salary required 


Box 6135 
Advertiser's Weekly 180 Fleet St EC4 


PAvoUuT 


AND IDFAS MAN OK 
WOMAN required for large publishing 
organisation ‘to assist in advertising 
and promouon schemes. Well-paid, 
progressive post, Write, stating qualifi- 
calions, 


Box 6133 Ad. Weekly 180 Fleet St bC4 


. 
Production Executive 
with considerable Agency experience for 
senior post in production department, age 
around 30. This position offers plenty of 
scope, excellent prospects and good salary 
commensurate with ability. Full details in 

confidence to 


Morisons Press Advertising Service Ltd. 
52 George Street, Hull 


| 


! 
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ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


We are still looking for that 


VISUALISER 


—still looking, because we haven't yet found the 


man we really want 


There's a big job, with a matching salary, 


ready for him here. 


Are you one of the best Visualisers in the business ’ 
Perhaps you're our man 
Write to me and let's see. } 


Managing Director, 


GORDON & GOTCH ADVERTISING LTD. 
75-79 Farringdon Street, E.C.4 


PENTAGON 


have vacancies 


for 
A REPRESENTATIVE 


to discuss the goods 


A GENERAL ARTIST 


| to draw the goods 


| A MESSENGER 


to deliver the goods 


i } 


| Write or ‘phone for an appointment, 

to:- 
PENTAGON 

DESIGN SERVICES LIMITED 


36-368 RUPERT STREET, Wi 
GERrard 6721 -2-3 


ASSISTANT (competent shorthand-typist) 


we want another 


COPYWRITER 


The man we're looking for will 
be about thirty years of age with 
at least six years copywriting 
experience. He'll be able to write 
sound selling copy about almost 
everything under the sun. This 
post— which is pensionable —is in 
the publicity department of a big 
organisation in the North West 
producing a great variety of goods 
If you think this is the job for you 
sena us details of your experience, 
age, and the salary you requ’re 


Box 6136 
Advertiser's Weekly 180 Fleet St EC4 


GENERAL 


ARTIST required for busy 
Studio of Advertising Agency, Able to 
produce layouts expressing an original 
note and good artwork in line and line 
and wash, Lettering experience an 
advantage No beginners, please 
Write, giving full particulars and salary 
required, to 


Box 6095 Ad. Weekly 180 Fleet St £C4 


STUDIO PRODUCTION 
MANAGER 


required 


Excellent opportunity occurs in leading 

London Studio for lithe young man (23 to 

28 years) with experience of Studio 

production. Must have ability to control 

Studio Staff and keep Press Schedules 
Write in confidence to :— 


Box 6137 
Advertiser's Weekly 180 Fleet St EC4 


MALE CHECKING CLERK required in 


Voucher Department. 
experience necessary. Permanent posi- 
tion, no Saturdays. Apply Mr. Lawrie, 
Alfred Bates & Son Lid., 130 Fleet 
Street, E.C.4. 


Previous agency 


required for Advertiscemem Dem. of 

weekly and monthly periodicals Crm 

" : . . - prospects for young energetic worker 

ADVERTISING REPRESENTATIVE Must have retentive memory, pleasant 

required by publishing firm, tw) contact manner, secondary education Write 
advertisers directly. fully 


Box 6138 Ad. Weekly 180 Plect Sic bC4 


LONDON COUNTY COUNCIL. | ondon = Sgt TE 
School of Printing and Graplic Arts 
teacher of Design with wide pro DESIGN RESEARCH UNIT 
fessional experience of commercial art has immediate vacancy for 
and typoeraphy Should have organis 
ing ability and sound knowledee of ASSISTANT DESIGNER 
studio and agency procedure. HKurnham for packaging and print, some expenence 
Salary scale for Senior | ecturers essential 
£1,076 25—-4£1,238 Application forms ; 
from principal at Back Hill, Clerken- | Apply in writing only to Business Manager, 
well Road, E.C.1, for return by | 37 Park Street, WI 
December 7 (1136). 


A leading advertising agency with a record of continuous 
progress and excelient prospects for the future requires : 


as his ultimate target 


A DESIGNER 


position of art director 


Applicatior 


AN ACCOUNT EXECUTIVE=a¢. 200. 


30 to 35, capable of handling important accounts at director level, 
and who would regard the managing directorship of the agency 


who is not just a producer of 
advertising designs and layouts but a man or woman with a keen 
advertising sense and the qualifications which will lead to the 


COPY WRITERS—».. or women who really know 


what advertising is and with a genuine flair for originality in the 
use of words and the development of ideas 


Successful applicants will receive salaries fully adequate to the 
importance of the positions and will join in the agency's profit 
sharing and pension arrangements. 


Applicants should app'y in writing only, giving the fullest possible 
information about themselves and their careers to 


A. T. CHENALLS & CO. 


Chartered Accountants 
115 CHANCE® ’ LANE 


\| be treated in complete confidence. 


* LONDON, W.C.2 


Phone your Classifieds to CHA 8é 14 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS 


ADVERTISING AND 
PUBLICITY ASSISTANTS 
ADVERTISING ASSISTANT : 


Experienced, preferably under thirty-five, 
required for Advertising Depariment of 
large Manchester textile organisation 
Should be capable, under supervision, 
of planning and executing in lianon with 
agents, oleatiien of branded textiles 
Knowledge of print and block buying 
desirable. Also required ; 


PUBLICITY ASSISTANT : 
Good copy-writing, sub-editing, general 
publicity and promotional experience de 
sirable, plus ability to produce staff journal 


Both these posts offer excellent opportun- 
ies for keen young men of women with 
the right experience. Staff Pension Scheme 
Write giving details of experience, age 
and salary required to: 


Box A.2218 
W.H. Smith & Son, Ltd., Manchester 3 


LEADING AGENCY in West-End re- 
quires young man, preferably with a 
knowledge of block and printing terms 
Write, stating age, experience and sulary 
required, to 

Box 6171 Ad. Weekly 180 Fleet St BC4 
TECHNICAL REPORTS, BROCHURES, 
PUBLICITY. Experienced man re 
quired to organise publicity section for 
London plastics factory. Must be very 
experienced in technical reports, Know 
ledge of engineering an advantage 
Write full particulars in first instance to 
Rox 6090 Ad. Weekly 180 Fleet Si BC4 


RETOUCHERS 


Experienced and Junior 
men required urgently. 
ART IN MARKETING LTD. 


102-105 Shoe Lane, London, E.C.4 
Central 2526 


be made through a 
Agency if the applicant ls 
unless he 


or she, or 


APPOINTMENTS VACANT 


Situations Vacent: pA engagement of persons answering these advertisercents must 
Local Office of the Ministry of Labour or a Scheduled Employment 
a man aged 18-64 inclusive or a woman aged 18-59 inclusive 


the from 
Netiteation of ‘Vacancies Onter 1963." 


the provisions of the 


ESSEX 


ADVERTISEMENT 
ASSIS 


Commercial Artist 


with production and copy writing 
ability required by Food Manu- 
facturing Group. General Business 
experience essential for organising 
Marketing Dept. Good prospects, 
pension scheme, canteen, five day 


week. Salary £600 plus sales 
bonus. State age 
G.S.M. 


Box 6168 
Advertiser's Weekly 180 Fleet St EC4 


CALCULATING SERVICE 
LTD. requires temporary Comptometer 
operators to work in all areas, The 
position would offer fairly regular 
work in and around your own district 
and would be particularly suitable for 


married women who are unable to 
take a permanent position through 
domestic ties. An excellent salary is 


offered to fully experienced applicants. 
Seven Kings 9933. Paddington 4070. 
PRODUCTION 

TANT required by The En- 
gineer. Applicants should be between 
20 and 25 years, have a sound know- 
ledge of blocks and copy procedure, 
a retentive memory and a good tele- 
phone manner, Previous experience of 
publishing preferred but not essential. 
Apply in own handwriting, stating age 
and experience, to Manager, The 
wee 28 Essex Street, London, 


A RARE OPPORTUNITY 


for a 


STUDIO 
MANAGER 


We wish to engage the services of an experienced 
man to act as Studio Manager. 


He would be expected to build up his team from 
scratch, and to work up to a strength of about 20 


artists. 


A well-lit, spacious and centrally-heated studio 


stands waiting. 


Applicants should be thoroughly practical men 
and themselves have a strong creative flair. 


In addition, a keen business ability would be 


essential. 


The Studio would be run on profit-sharing lines. 


Please write— 
Mr. W. A. CLARE (Director) 


RIPLEY, PRESTON & CO., LTD. 
ADVERTISING AGENTS 


Wheatsheaf House, 4 Carmelite Street, London, E.C.4 
Telephone: CENtral 240! 


Production Man 


Excellent opportunity for keen man of 22-25 
to join small progressive Agency in Fleet 
Street area. Agency experience essential 
with good knowledge of typography and 
process. Interesting and varied job with 
happy team, and great scope for own 
initiative and for developing any talents 
which go to make a sound future in ad 
vertising. Salary according to experience 
Write full details stating salary expected 


Box 6170 
Advertiser's Weekly 180 Fleet St EC4 


EXPERIENCED PRODUCTION ASSIS- 


TANT required. Ability to plan and 
prepare layouts for press, Catalogues, 
eic., an advantage. Must be reliable, 
intelligent and diligent. Geo, Murray 
(Advig.) — Ltd., Bretienham House, 
Lancaster Place, London, W.C.2. 
SENIOR PRODUCTION MAN. With 


all-round experience on national, 
vincial and technical schedules 
important busy group of accounts 
West End Agency. 

Box 6167 Ad 


ing Agency. 
in the £1,000 p.a. class. 
between 30 to 40 years of age 


Box 6016 Ad, Weekly 180 Fleet St EC4 


pro- 
for 


Weekly 180 Fleet St EC4 
CREATIVE STUDIO MANAGER to take 

charge of Studio in Yorkshire Advertis- 
The man we want will be 
Preferably 


PUBLICITY ASSISTANT 
Young man, 20 to 30 years old 


with all round publicity experience, capable 
of promoting export press campaigns and 
experienced in copywriting, layout and 
production of leaflets, required by a well- 
known manufacturer of domestic appliances 
The appointment is subject to a medical 
examination and participation in the Staff 
superannuation scheme. West End office 
with staff canteen 

Write giving details of age, 
and salary required to 


Box 6169 
Advertiser's Weekly 180 Fleet St EC4 


experience 


LONDON PRINTERS wish to contact 
an experienced Sales Executive with 
established connection. Unique oppor- 
tunity for a person with ambition 
secking the support of a sound com- 
pany with modern equipment specialis- 
ing in production of high quality 
printed work for industrial firms. 

Box 6067 Ad. Weekly 180 Ficet St EC4 


PRODUCTION. Young man required 
for London Agency, capable of hand- 
ling a number of accounts.  First-cliss 
knowledge of Typefaces and Process 
work, Previous Agency experience 
essential, Write fully 


Box 6145 Ad. Weekly 180 | leet St EC4 


COSMETICS 
Woman 25-35 
with executive in rf 
cosmetics, journalism or advertising, coquived 
to train for important position in large 
international business. Full details of ability, 
experience, age and present salary, to: 


Box 6096 
Advertiser's Weekly 180 Fleet St EC4 


SPACE SALESMEN required by pro- 
gressive ‘“‘annual”’ publishers This 
position offers scope for the really 
dynamic salesman, and where direct 
access to the principal is invariably 
available. Good commission and ex- 


penses with gencrous drawing account 
according to ability. 
Box 6172 Ad. Weekly 180 Fieet St BC4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


HARELLA 


require 


ADVERTISING AND 
PUBLICITY MANAGER 


A vacancy exists for a woman with 
the necessary experience to admin- 
ister a large advertising appropria- 
tion (press, display, print, etc.) an 

editorial publicity principally in the 
fashion press. Agency experience 
a desirable, but not essential, 
qualification. Write giving full 

particulars to 
Mr. M. Harris 
Harello House, 90/98 Goswell Road 


London, E.C.1 


EXHIBITION STAND AND DISPLAY 


DESIGNER $3 required immediately by 
well known and progressive Company 
in S.E. London. Excellent prospects 
and pleasant working conditions, Must 
be really experienced and capable of 
producing top class work through all 
stages, from visual to working drawing. 
Write full particulars, including salary 
required, to 

Box 6126 Ad. Weekly 180 Fleet St BC4 


TOP-FLIGHT 
REPRESENTATIVE 


Must have established clientele 
and be able to sell in the field of 
exhibition and display. 


Apply : 
MILOR DISPLAY 
SERVICE 
6 Carlisle Street, W.1 


GER. 8225/6 


GENERAL 


ADVERTISING 


BRISTOL 


ARTIST with Agency 
experience required. Finished drawing, 
lettering and ability to prepare good 
sound layouts. ‘Phone Studio Manager, 
GRO 6744. 

COPYWRITER = and 
ideas man wanted for Machine Tool 
Maker's catalogue, leaflets, mailing 
pieces. Full details to 

Box 6130 Ad. Weekly 180 Fleet St EC4 
STUDIO requires two first- 
class artists. Considerable creative 
scope offered to men of initiative. 
Fords Advertising Limited, 151 White- 
ladies Road, Bristol, 8. 


NORWICH AGENCY 


wants first-class 


LETTERING ARTIST 


Owing to further expansion we 
shall require another first-class 
Lettering Artist to join us in January 
Pleasant working conditions. A 
fine City to live in. Write giving 
details, experience, age, salary. 
D. A. Tibbenham 
WILLSMORE & TIBBENHAM 
(Norwich) LTD. 
London Street, Norwich 


EXPERIENCED SITE 


PRODUCTION ASSISTANT 


NEGOTIATOR 
for Greater London area wanted by 
olds established = London company. 
Apply, with full details of experience, 


to 
Box 6116 Ad. Weekly 180 Fleet St EC4 


required. 
Aged 25-28 years. Fully experienced 
in blockmaking, typesetting and general 
production department routine. This 
job offers excellent opportunities for a 
keen man. Write or phone for an 
appointment to Production Manager. 
Alfred Bates & Son Ltd., 130 Fleet 
Street, E.C.4. CENtral 8831. 
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NOVEMBFR 26, 1953 


APPOINTMENTS VACANT 


REPRESENTATIVE 


required by 


HUGH WHITE STUDIOS LTD. 
6 Cavendish Square, W.1. 


Must have experience. Permanent 
position with excellent prospects 
and remuneration to suitable appli- 
cant with art and photographic 
connections. Apply by letter giving 


full details of experience 


YOUNG MAN, axed 22 wo 25, required 
for Advertising Department of small 
medium manufacturers, selling speciality 
products to Architects and the Building 
Trade Should be capable of handling 
sales letters as well as having some 
experience of copy and layout, Energy 
and ability to learn are essentials 
Should be capable of taking = over 
responsibility for Advertising after 12 
months’ experience, Write Box 7.H.434, 
Deacon's Advertising, 36 Leadenhall 
mrect, E.C.3 

ACCOUNT EXECUTIVE required in 
Manchester Must be thoroughly con- 
versant with all aspects of National 
Campaigns Write, with details of ex- 
perience, qualifications, age and salary, 
to: F. John Roe Limited, 20 St. Ann’s 
Square Manchester 2 BL Acktriars 
9786 

ADVERTISEMENT MANAGER for new 
scientific Journal wanted, Salary and 
Commission 
Box 6139 Ad. Weekly 180 Fleet St bC4 

YOUNG LAYOUT ARTIST required tor 
good clean layouts and some finished 
lettering, mainty for press advertisements 
Agency experience essential, Phone Art 
Director ChNtral 8347 

EXPERIENCED SHORTHAND TYPIST 
required by advertising agency in West 
End bive-day week Pension and 
Bonus schemes State experience and 
salary required 
Box 6141 Ad 


Weekly 180 Fleet St EC4 


VISUALISER for PRINT PRODUCTION DEPT. 


Conversant with type and production details, 
able to produce slick pencil layouts for letter- 
press leaflets, booklets, etc. Applicants must 
have previous experience of such work and 
should be between 25-35. Write giving full 
details of age, experience and salary to: 
GILBERT ADVERTISING LTD. 
10 Norfolk Street, W.C.2 


OFFICE BOY 
Advertising 
interesting, 
pects Five 
pm Awe 
ys 15 

SMARE EXPERIENCED ASSISTANT 
required m Production Department of 
busy Agency Usual duties, traffic 
control, etc Applicant can eventually 
quality as personal assistant to Manag- 
ing Director Must have = sufficient 
experience to work on own initiative 
when necessary. Good typing essential. 
Write, Stating age, salary, experience, 


by West-End 
General duties, 
Dost 
9. 
‘Phone 


required 
Agency 
congenial 
-day week 
MAY fair 


cle a] 
Box 6146 Ad, Weekly 180 Fleet St EC4 

CREATIVE LAYOUT MAN re 
Manchester Experience 
and executive ability desired Must be 
used to preparing national campaigns 
Write, with details of experience 
qual fications ane and = salary to 
fF. John Roe Limited, 20 St. Ann's 
Square Manchester 2 BL Ackfriars 
TRH 

VISUALISER LAYOUT MAN, with wood 
typographical sense, and ayency ex 
perience, required for varied and in 
teresiing work on a number of active 
ACCOUNTS Phone Art Director, CEN- 
tral 8447 

SOUTH COAST STORE requires Adver- 
using Manager with Departmental Store 
experience, preferably under 34 
plan and co-ordinate programme 
prepare detailed layouts (not art work) 
Salary according to experience 
Box 6134 Ad. Weekly 180 Flee: St bC4 


quired in 
ideas, speed 


ili 


CLASSIFIED ADVERTISEMENTS 


Top-Flight DISPLAY EXECUTIVE 
has valuable services to offer to 
NATIONAL ADVERTISER 


aiive to the need for good retail display 
and point-of-sale promotions 
Box 6156 
Advertiser's Weekly 180 Fleet St EC4 


AN EXPERIENC ED GENERAL CREA- 
TIVE ARTISE, at present teaching art 
but with previous studi experience 
desires good position in) agency of 
studi 
Box 6151 Ad, Weekly 180 Fleet St bC4 

GENERAL CREATIVE ARTISI 
Postion im apency or 
around Brighton 
Box 6152 Ad, Weekly 180 Fleet St bO4 

SHORTHAND. TYPISTS. Private Sec- 
retaries, Clerks, etc. If you are in 
urgent need of staff, contact Embassy 
Bureau, Excel House, Whitcombe 
Street, W.C.2. (WHltchall 5924.) We 
specialise in efficient personne! 

ADVERTISEMENT MANAGER, 10 
years’ newspaper experience, thoroughly 
conversant with all branches of Adver 
using, make-up, copy and production 
Seeks similar post, or as a Representa- 
tive (Newspaper or Periodical) 

Box 6155 Ad. Weekly 180 Fleet St EC4 


VISUALISER 


(woman 35) 
post in smaller 
Wide experience 

Box 6075 
Advertiser's Weekly 180 Fleet St EC4 


desires 
studio in or 


Seeks 


agency 


YOUNG LADY requires studio job, 
years’ art school training 
No commercial 
to learn 
Box 6158 Ad. Weekly 180 Fleet St bC4 

PUBLIC RELATIONS or Publicity open- 
ing sought by young man with initiative 
and contacts Writing and production 
experience im Newspapers Magazines 
Radio ind Television 
Box 6143 Ad. Weekly 180 Fleet St bC4 

| WANT THE GLITTERING PRIZES 
of High Office and | am prepared to 
work for them My present postition, 
carrying a salary of £600, IT regard as 
dull lead, hiding no portrait of a fair 
future From technical editorial work 
[ want to stam im advertising, with a 
future that will prove that gold also 
ulitters. 

Box 6142 Ad. 


five 
in illustration 
experience but willing 


Weekly 180 Fleet St PC4 


SHOWCARD 


EXECUTIVE 


Aged 35, having reached top of 
present tree requires position where 
further progress possible. Present 
post involves Factory and Budget- 
ary Control, Accountancy, Estimat- 
ing and Costing in four processes 
and combinations thereof Also 
liaison with customers. If willing to 
pay four figure salary for this 
experience, please write 
Box 6115 
Advertiser's Weekly 180 Fleet St EC4 


SIL DIO MANAGER ARTI 
experience Visualiser and 
Artist. seeks change 
ton 6160 Ad. Weekly 180 Fleer 
BOOK -KEEPER CASHIER, 
enced, secks change 
Box 6161 Ad. Weekly 180 Fleet St bC4 
YOUNG MAN, 24, with 
Dey seeks position 
Relations 


BL YER, 
Figure 
Sc C4 
fully exper 


Economics 
baperienced 
Business Manase 


fee 

Public 
ment 
Box 6153 Ad. Weekly 180 Fleet St bC4 

YOUNG MAN, 21, secks post as Junior 
Arust, Art School training, some Lay- 

and Lettering experience, keenly 

mterested Nominal Salary. 

Box 6164 Ad. Weekly 180 Fleet St 


anual 


LCA 


Executive with 20 years’ practic 


appreciation of 
Age 37 


Box 6157 
Advertiser's Sorty 180 F 


Pur BI pISHEI RS” 1s 
new publishing organtsatt 
qualified experienced ad 
husiness manaver? 
helped plonecr many 
maturity Salary 
mission on results 
Box 6165 Ad, Weekly 

ADVERTISEMENT 
known National, 
Technical 
change 
Box 6154 Ad 

PRODUCTION 
shorthand-typist taking 
progressive Opportunity 
Box 5968 Ad. Weekly 180 


Keen 


Tso 


who 


Weekly 180 


With seven years wide advertisi 


a drop from my present £1,200 
a post to which | can devote t 
working life, accepting comp 


advertiser's 
Box 6085 
Advertiser's Weekly 180 Fi 


P.R.O. 3 36. 
Government 
magazine writer 
viewing. Photos 
Excelient U.S 
Just returned 
Box 6108 Ad. Weekly 

FREE LANCE ARTIST, 
mercial experience, specia 
out, leaflets 
cut-out display, 
finished work 
Box 6107 Ad 


Ten years’ ex 


Qualified 


raphic 
relations a 
from abroa 


package 
seeks 
Weckly 180 


ADVERTISING 


by photeo-lithe w 
photo-litho process 4 
CARILLON PRESS 
Colour Printer He 
Telephone Hoscombe 
london Office 98-100 1 
b.C.4 Phone cl 
WE DO THE DONKE 
Display material arranged 
t your specification, for 
Exhibition Stand Portat 
conferences on hire at re 
Donkey work Ser ice 
House 2%) Nauxhall | 
S.W.1 Phone Ale G 
ESTABLISHED EXPORI 
Advertising repeated ve 
a bie producer 
Box 6080 Ad, Weekly 180 
PRIVATE ADVERTISER 
acquire a 
interest in a small or 
Trade = Publication 
reply in strict confidence 
to Mesars. Braund & 
6 Grays Inn Square 
FULLY EXPERIENCED Al 
EXECUTIVE 
witt small 
Agency ( 
treated in 
Box 6140 


letter 


I ine 


rece 
apital a 
sirictest ¢€ 
Ad, Weekly 


PRINTERS 


LETTERPRESS PRINIE 
London and country, 
plant with capacity 
Catalogues, Brochures, Fok 
Labels, H/tone and col 
own studios for rough 
Artwork. Lino and Mone 
to-the-minute service wi 
who are practical printer 
an efficiem staff to wait 1 
quirements Inquiries to 
Box 6089 Ad. Weckly 180 


wowed 
tilable 
nficte 
1kO 


Display ad Exhibition Manager 


of the Display and Exhibition Bus 
above appointment witn National Ad er 
functional fuga 


there a 


moderat 


MANAGER, 
has also 
Publication expenen 


ASSISTANT. 
DAA 
Creative mind. 


‘L EXPECT A SALARY CUT! 


from Client and Agency angles, | will accept 


bility for directing and administering » major 
world-wide publicity 


brochures, 


lon 


equips 


ol exe ce 
ine feswres 


leet St EC4 


niche na 
wm fk well 
ertisi and 

has 

w 
¢ plus com. 
bleer St bC4 
well- 
had 
seeks 


Fleet St BC4 
Male 
secks 


Fleet St EC4 


ng expernence 


p.a.toc 
he rest 
lele te 


bia 
of my 


ponsi 


Write 


leet st bc4 


U. s. 
and 


perience 
press 


Expert in radio imer- 


assipnments. 
nd references. 
1, secks post, 


180 Fleet St bC4 


wide com- 
lising in lay- 
showcards, 
desiyn and 


COMMISSIONS 


Fleet St EC4 


BUSINESS OPPORTUNITIES 


‘SHOW CARDS, CUT-OUTS 


FOLDERS 


pre fown 
lant) 
Lib. 
wirnemouth, 
Yart 
lee Street 
Nural 1740 


Y WORK 
nd apphed 

Vind 

he 


tridve 

ie 
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it will he 


complete or 
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Prin 
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ti 


I NTIS 
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modern 
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St ECA 


ADVERTISER'S WEEKLY 


FREE LANCE POSTER 
tone artists are required 
major film distributors 
specimen samples with 
price range to 
Box 617% Ad. Weekly 180 Fleet St PCa 

LAYOUT ARTIST (Ex. Fig.), specialises 
in folders and brochures, secks com 
missions 
Box 6100 Ad 


und line and 
for work by 
Please forward 
an indication of 


Weekly 180 Fleet Si EC4 

EXPERIENCED ADVERTISEMENT 
MANAGER, with first-class contacts, 
considering own representation in New 
Year. Send specimens, rates, 
Box 6071 Ad. Weekly 180 Fleet St BC4 

LETTERING ARTIST (first-class) secks 
free lance work, Good service, Phone 
Acorn 7598 

FASHION DRAWING (Furs a speciality) 
Animal sketches in line, wash or full 
colour Ako advertising and brochure 
layouts, atr-brush work, etc, Delivery 
as fast as first-class work will allow 
Loarridge Publicity Lid., 18 South Tay 
Street, Dun'ce 

IDEAS, DESIGN, ARTWORK, PHOTO- 
GRAPHY, COMPLETE PRODUC. 
TION, for leaflets, brochures, press 
advertisements, etc 
Box 6147 Ad, Weekly 180 Tleet St B04 

DRAWINGS, LETTERING, ete. Creative 
work and finished drawings all general 
subjects, Also Carton, etc., designs 
working drawings Nice work aft 
reasonable charges W. Gardiner, 12 
Barnstaple Mansions, Rosebery Avenue 
Oe | 

UNUSUAL IDEAS 
polished copy on 
basis. Write 
Hox 6148 Ad. Weekly 180 Fleet St bC4 

SCRAPERBOARD ARTISTE requires Free 
lance work 
Box 6149 Ad 


ACCOMMODATION 


WANTED. Onc taree of two small 
offices with telephone switchboard and 
reception services 
Box 6054 Ad. Weekly 180 Fleet St BC4 

LUDGATE CIRCUS, 2,000/30,000 sq. ft., 
newly decorated offices available in 
first-class position Electric ‘lifts. 
Central heating. Apply Letting 
Manager, ludeate House (Central 
7046). 

LUDGATE CIRCUS. Entire 
4.000 sq. ft., suitable for 
showrooms and = offices 
position with good advertising 
lease approximately 12 years 
Purchase Hillier Parker 
Rowden, 77 Grosvenor Street, 
MAY 7666 

HANOVER STREET. 
space Suttatle us 
contained ts office 
sq. ft.) on other § floor, 
Phone MAYtair 1058 

STUDIO FOR FREE LANCE designer 
typographer on premises of well-known 
commercial photographic organisation 
accounts galore to handle on om 
operative hasis Phone WiStern 1844 


MISCELLANEOUS 


DEBTS COLLECTED throughout Britain 
No result. ne commission Brilegal 
(Estab, 1919). 80 Leeds Road. Bradford 

SIRPE — (il. de la Chassaigne——-P. FP. 
Gomez Homen). International Service 
Agency, Via Viscomi di Modrone, 6, 
Milan. 

ARTISIS need Technique 
layout Hundreds of illustrations, 185 
pues Size 134 in x 10 ins Chouh 
1%. Partridge Publications, 23 
Bloomsbury Square, W. 


SALES AND WANTS 


OR SALE — ELECTRIC 
ANIMATED NEWS-SIGN 


similar to news sign in Times Square, New 
York, USA Perlect condition—complete 
with § ton of Kraft Insulated Paper Reels; 
Atomatic Diagraph and Stencils capable of 
giving @ variation of lettering and spore 
lamps, perts, etc On site in Beltast City 
Centre with Large Office (Excellent op 
portunity for Advertising Agent.) Or sign 
may be purchased and erected on Buyers 
own site Full details and price in con 
fidence trom: — 
4. G. McKEARNEY, Crom Chamber 
20 Cromac Street, Bellest, NORTHERN IRELAND 


and 
economic 


convincing, 
free lance 


Weekly 180 Fleet St PC4 


Building of 
restaurant of 
Prominent 

facilities 

Rent or 

May A 
Ww. 
450 sq. ft 

studio 


(approx, 
£650 pa 


of Advertising 


‘Phone your Classifieds to CHA 88/1 (Ex 25) 
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HOW TO CUT 
COSTS ALL 
ROUND THE 

BUSINESS 


(tee oot #0) 
. 
Contents: Pirst Page 


The Journal 
with the 

GUARANTEED 
COVERAGE of 
Industrial Management 


“BUSINESS” The Journal of 
Management in Industry goes to the 
top-levei industrial executives throughout the 
country. Its readers are the men who are 
interested in all types of e quipment for Industry 
and who kave the power to make or influence 
buying decisions. They buy everything from 
paper-c lips to factory mac hinery, typewriters 
to transport, a truly powerful purchasing force. 


The cost of a full-page announcement in 
BUSINESS—which will reach this guaranteed 


market —is less than a penny per 
subscriber. 
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Outdoor site-grabbing by big 
advertisers is denied 


Advertising managers heard a 
strong denial that the best outdoor 
advertising sites were “grabbed by 
a series of large advertisers and 
remained with them for years.” 

It was given by A. E. Sykes, a 
director of Outdoor Publicity Ltd., 
as a member of a Tl ee addressing 


the Incorporat Advertising 
Managers’ Association in London. 
Other members were Richard 


Nelson, managing director of Out- 
door Publicity, and Brian Copland, 
the firm's research adviser. 
Another delusion, said Mr. Sykes, 
was that outdoor advertising was 
expensive. Among his clients expen- 
diture on outdoor advertising varied 
from £45 a year to, say, £175,000. 
A distressingly large number of 
people thought that an advertiser 
could not use outdoor advertising 
unless he had a national campaign. 
Mr. Sykes claimed that throughout 
the country there was a great march 
forward in the re-creation of sites. 
Mr. Nelson attacked the belief in 
the minds of many advertisers that 
poster advertising was a haphazard 
approach to the public. He believed 
that outdoor vertising could be 


the most scientific of all media, | 


and the least wasteful in coverage. 
By understanding the product, the 
location, and the district, posters 
could be selected and arranged to 
provide overwhelming impact. 

There was considerable difference 
of opinion among members of the 
audience as to whether the big 
permanent advertisers were able to 
retain the key sites. 

One member said that a new 
outdoor advertiser with good agents 
and a very good inspecting staff 
numbering at least 40 would have 
to take at least 18 months to build 
a good coverage. The big per- 
manent advertisers had the key sites 
and it was these that controlled 
“circulation.” 

Mr. Nelson replied that demand 
fluctuated. The trade was boom- 
ing; eS cropped up; and 
it was the duty of the trade to put 
new sites into being. 

Mr. Copland said he had no 
doubt that the poster industry would 
either go, or be pushed into, 
research - poster positions. 

a . from the audience, 
contended that it must surely be 
true of all industries that the man 
who was willing to spend the most 
money got the best positions. There 
were privileged sitions in the 
press just as on the hoardings. It 
was, however, nonsense to suggest 
that the only worth while spaces 
were those booked for 12 months. 
Many successful campaigns had 
been built up on 13-week contracts. 
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(Continued from page 451) 
tising Creative Circle) and C. W. 
Vv. Truefitt. 

Mr. Moore—the first agent to be 
— of the Association for 

5 years—has been a council mem- 
ber of the Association for more 
than 20 years, hon. treasurer for 
12, and member of numerous com- 
mittees. He is a Fellow of the 
Institute of Incorporated  Prac- 
titioners in Advertising. of which 
he was president for the record 
petted of five years (1940-45), and 
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A past- t of the Thirty Club. 
e is 65. 
H. A. Oughton elected hon. 


| treasurer to succeed Norman Moore, 
who held position 11 years. G. R. 
Pope re-elected hon. secretary 
Committee chairmen: Executive— 
W. W. J. Studd; Finance—Glanvill 
Benn; C.D.C.—Ivan Luckin; Edu- 
cation—W. Thiele; A.L.D.-— 
L. W. Needham; Membership—J. 
L. Verrinder; Research and Statis- 
tics George Warden. 


_ CLEAN FOOD BILL 


(Continued from page 451) 


be accurate and still misleading. 
There could be “large-sized fruit” 
on a label, but very little fruit in- 
side the jar. It could also mislead 
by claims as to the nutritional or 
dietary value of the food it affects 
to describe. There were provisions 
against such practices in the De- 
fence (Sale of Food) Regulations, 
1943, —_ these useful improve- 
ments been written into the 
Bill, incidental making it possible 
to dispense with these Regulations. 


CAMPAIGN NEWS 


David Macaulay Advertising Ltd. 
appointed > a for Cherry Coats 
& Suits Ltd. ——— for con- 
sumer and trade fashion magazines 
is being planned. 

Taylor Advertising Ltd. appointed 

handle the advertising for 
Masson Scott & Co., Ltd., paper 
mill engineers, producing specialised 
equipment for the paper-making 
industry, from January. New tech- 
nical and trade co advertising 
will begin in March, 1954. 

Napper, Stinton, Woolley Ltd. 
pointed agents for Creators Ltd., 
plastic manufacturers, and ducers 
of “Plansel” products. _ 
and public relations qumpaigns ve 

just commenced. 

Account moving: Dales Furnish- 
ing Stores of Leeds, to Howards 
Press Advertising Ltd. Manchester 
head office. 


DISPLAY FIRM’S 
EXPANSION PLAN 


The departure of Raymond and 
Geoffrey Cook for Paris marks ~ 
latest stage in a plan designed to 
_ expand and consolidate the activities 
, of Cook's Display Productions Ltd. 
The two brothers, who are joint 
managing directors, are abroad to 
establish a liaison enabling them 
to enter the fi of Continental 
exhibitions. 


EUCRYL MOVES 


Eucryl account moves to Arthur 
Knight Company Ltd, from 
December 1 


Charles Thompson, a director of 

R. H. Jackson Ltd., the Manchester 
advertising agency since 1944, died 
suddenly aged 57. He had been 
connected with the agency side of 
} atvertsing 6 for most of his career. 
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